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You must have product recognition and company recognition in the 
coal mining industry te get your share of its attractive business. The 
best method of obtaining these is to advertise regularly in COAL AGE. 
Here's why! 

Your advertising in COAL AGE is more certain to produce results 
because COAL AGE has 14,087 (ABC, Dec. 31, 1950) paid subscribers 
— 14,087 men who expressed their intention to read COAL AGE by 
paying for it. Therefore your advertising has more value per dollar 
invested because these men, representing the buying influences at 
every worth-while coal mine and headquarters, are a pay-off audience 
for your products. 


But COAL AGE doesn't stop here. It has these additional services 
to help you increase your sales to the coal mining industry. 


To help you locate buying influences 


Coal Mine Directory. Complete listing of all important coal mines in the 
United States and Canada. Includes locations, addresses, personnel, affiliated 
companies, equipment data, capacity tonnage and reserves. It is the only 
annual directory of coal mimes published Available in state sections, com- 
plete with geographical index and map for each state 


To provide complete, up-to-date information on the coal industry 
Monthly News Bulletin Service Reports on new mines, planned or opened; 
changes in companies, personnel, addresses; new preparation plants, mines 
closed. plus special lists and tabulations 

To help you locate sales outlets. 

Directory of Manufacturers’ Agents. Distributors and Supply Houses Serving 
Coal Mines 

To help you determine market potentials for your products in the 
coal mining industry. 

A capable experienced market research department 

To give you a quick picture of the market scope, trends and market 
outlook. 


Condensed Data Sheet 


To provide you and your salesmen with sales conversation. 
Coal Age News. Monthly report on news and developments in anthracite 


and bituminous coal mining for makers and sellers of mining machinery, 
equipment and supplies, their salesmen and field representatives 
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From an Original Stone Lithograph by Henry E. Winzenried 


The Greatest Purchasing Power The World Has Ever Known 
Appreciatively Envisions The Scope And Service 
Experienced By Use Of Thomas Register 


For many years Uncle Sam has given Thomas Register a Contract at regular subscription rates... 
(exclusive in its field)... for one or more copies of each edition for substantially every important government 
procurement office. It has also forwarded T.R. to all Consulates and other important government trade 
agencies throughout the world. Over 1200 copies of the current 1951 edition to U.S. Government alone. 


Yet, this vast purchasing potentia: uses only a fraction of the total T.R. edition, 95% of which is 
subscribed to and paid for by important private industry — representing, in addition to the enormous 


government buying, more than 60° 7 of the total industrial purchasing power of all U.S. private industry. 


THOMAS REGISTER 


The Encyclopedic Buying Guide 


THOMAS PUBLISING COMPANY 
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Cataloging your products in this 1952 Directory is the 
MOST IMPORTANT sales promotion job you can do — to 
stimulate business next year from the heating, piping and 
sir conditioning field 

Finernsal MN f HP&AC for y 17th 
Annual Directory Number t 
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SERVING RESIDENTIAL FIELD 


PUT YOUR CATALOG 
HERE - Where it Can Do 
a Basic Sales Job Through 1952 
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‘= CED TO ONE of its simplest terms 


our “defense economy” means going after the 
highest possible industrial production per man- 
hour; and that means more electric power per 


industrial worker. 


In 1950, American industry used 139 bil- 
lion kilowatt hours of electricity. In 1953, it 


will use over 200 billion. 


Five years from now, if we continue in our 
present economy, we'll have something like 
five million more homes, and every home, on 
the average. will use 630 more kilowatt hours 


of electricity than it did last year. 


To meet this ever-increasing demand the 
utilities must build new capacity for generat- 
ing electric power . .. more system to transmit 


it. distribute and use it. 


ind so, despite cut-backs due to alloca- 
tions of copper, aluminum and steel, the 
electric utilities (public and private) will 


spend a whopping $3.4 billions for capital 
goods in 1952 — more than they ever spent 
before. More than any other industry. 


Building this plant. . . all over America... 
will require industrial goods in vast quantities. 
of every kind, from office machines to bricks 
and bulldozers. 


Here indeed is a vast and dynamic market 
worth your most careful sales planning. 


We would be glad to show you the figures 
that make up its exciting dimensions, and how 
you can reach it; influence and sell it, the 
quickest and most economical way. 
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Here are the signposts to sales in the 

field of plumbing, heating, air conditioning 

and major appliances. They point to contractor-dealers whose broad 

lines supplement one another and are mutually supporting; who get 

business in the most active markets; who relieve the manufacturer 
of worry on installation, service, guarantee. 


By function and loyalty of readership, they are Domestic Engineer- 
ing dealers . . . . superbly equipped, sales-minded, financially stable. 
Because they are the super-outlets of the mechanical equipment field, 
they command an overwhelming percentage of the total market — and 
they are increasing their share year-by-year. You can learn to know 
them intimately from the new 200-page book, “2,000 and 1 Prize-Win- 
ning Ideas.” 


(Drawn from the actual experience of 3,989 business years, this book 
is an encyclopedia of the merchandising, marketing, management and 
service ideas of 181 dealers who were prize-winners in a national con- 
test conducted by DOMESTIC ENGINEERING. Your sales and dealer 
organizations will benefit from this book. Your request will bring a 
copy for examination.) 

The signposts to sales lead to the thousands of Domestic Engineer- 
ing dealers who are available to supplement or replace your present 
outlets. To get them, let these signposts guide your advertising to 
DOMESTIC ENGINEERING 


CONSULT YOUR ADVERTISING AGENCY! 


' 
; DOMESTIC ENGINEERING 
1801 Proeirie Avenue, Chicago 16, Ill 
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TO SALES 
YOUR ADVERTISING 


BROAD VARIETY OF MARKETS ..... 


THROUGH A BROAD VARIETY OF SERVICES 
as 


Wh atever your marketing, merchandising or distribution prob- are available. These services include Marketing and Research as- 
le may be the DOMESTIC — INEERING organization is sistance, Manufacturers’ Representative Service, Catalog Prepara- 
pr rep red to —_ you in many ways. To manufacturers who use tion and Reprinting, Complete List Rental and Mailing Services 
‘ ce in DOMESTIC “ENG INEERING Magazine or and numerous othe similar functions that are designed to assist 
DOMESTIC ENC INEERING Catalog Directory. all our facilities iufacturers in this industry 
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20,000 
Metels 


letters 


Editor 


For information about 
the importance and 
buying influence of 
20,000 engineers 

in the metalworking 
industry, read the 
METAL PROGRESS 
insert following 

page 64 of this 
magazine. 














7 re 
sponsibilities NOW 
reaches monrage 
ment, design, produc 
hom, power and other 
engineering fact 
ndustry. it offers + 


Monthly 


THE COMPLETE BUYER'S GUIDE 


to the 


@ Address letters to: Industrial Marketing, 200 E. illinois, Chicago 11. 


LaBonte fails to talk 
Denham out of Mimeograph 


® TO THE EpIToR: I imagine there are 
many of us in the public relations 
business who felt a glow of self- 
righteous pride in reading Richard 
La Bonte’s article in the August is- 
sue of Industrial Marketing (“An ed- 
itor looks at your news releases” 

page 36). Mr 
is greatly appreciated as we believe 
under the 6% 


La Bonte’s benediction 
we qualify at least 
classification 

At least no articles or news story 
has ever been released from our of- 
fice which has not found its way into 
print 

If Mr. La Bonte 
scrap our Mimeograph machine, how- 


thinks we will 


has another guess coming 
articles and 


ever, he 
Certainly there are 
stories which should be of an exclu- 
many of them. Similar- 
ly, there are releases on which it 
would be unfair to give one publica- 


sive nature 


tion a break over others in the same 
field. When an editor on publications 
served by this organization receives 
a story from us, he can tell at a glance 
whether it is exclusive or general 
The Mimeograph supplies the dis- 
tinguishing feature. 

It seems to us that the simplest ap- 
proach of all to the handling of pub- 


As long as we are in business, we 
will not “join hands” with a client in 
inveigling editors to publish as edi- 
torial material information properly 
belonging in the advertising columns 

Neither will we scrap our Mimeo- 
graph machine, as I have said before 
Denham & Co., 


. ATHEL *. DENHAM 


Detroit 


Where to find library 
of advertising case histories 


® TO THE EDITOR: With interest I have 
read your “Problems in Industrial 
Marketing” column in the September 
issue of INDUSTRIAL MARKETING. Par- 
ticularly have I been interested in 
your comments under the heading 
“Does Advertising Need a Case His- 
tory Library?” 

Most astonished am | that I see no 
comments on the fact that such a 
library of advertising 
with documented reports on success- 
ful use of industrial advertising has 
already been established as the result 
of the Putman award. 

In our new building at 111 East 
Delaware Place, we now have a 
library which houses all of these one- 
hundred-and-more entries . . all case 
histories of successful industrial ad- 


experience 


FOR MECHANICAL ENGINEERS 


eterence 


vertising. 

A good library on industrial adver- 
tising experience is already a fait ac- 
compli. We urge anyone interested in 
good industrial advertising to make 
use of it. . . RUSSELL L. PUTMAN, presi- 
dent, Putman Pub. Co., Chicago 
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licity is for the department or agency 
concerned to consider itself as edi- 
torial representative of all the pub- 
lications in the nation. When a story 
is cooking, the individual responsible 
then acts as field editor for these 
publications and figures the type of 
story suitable to the publication or 
publications which he suspects may 
be interested. 

You don’t always bat 100% this 
way but you come a lot closer to it 
than by looking on publicity as a 
form of advertising 
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A quality product 

is not enough: Taylor 

®@ TO THE EpITOR: . . Researcher East- 
man’s letter to the editor printed in 
last month's IM has probably resulted 


i on page 14 


Annual 
Rates and information vpon request 
Published by 
THE AMERICAN SOCIETY OF 


MECHANICAL ENGINEERS 
29 West 29th Street New York 16. N Y 
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The man who owns his home 

is much closer to that home than the 

man who rents one. That goes for a 

magazine, too. Practical builder is edited 
by the men who own jt. They live with it, 


eat with it, sleep with it. To them it isn’t just a book. 


It’s a bible... the bible of the light construction industry. mpacricaL 


Its pages are sacred in the sense that they must 


ee a 


say something, mean something, to the people who get it. 
This gives the magazine a page-py-page genuineness, 
an editorial vitality, that reader$ are quick to realize 


...and advertisers are quick to capitalize. 





... Of the light construction industry 


Affiliated with 6 Building Industry Magazines 
mprising the largest, most distinguished publicat 

n the building industry: Building Supply News, 

Building Material Merchant, Ceramic Industry 


Ceramic Data Book, Brick and 


Clay Record, Modern Brick Builder 
Send for our 64-page book THERE'S MONEY 


IN REMODELING ... free to any manufacturer 


who asks for it on his letterhead 





Here’s the Place 


to Swing Your Sunday Punch 


WARM AIR HEATING 
DEALERS ' 
Ninety-two Per Cent Coverage 


SHEET METAL * of KEY Organizations 
CONTRACTORS ... ALL 100% PAID CIRCULATION 





WHOLESALERS 





Whether next year is a defense 
economy or normal times, AMERI- 
CAN ARTISAN’s coverage will 
help you get volume business in 
this HIGHLY ESSENTIAL market. 


Support Your 1952 Selling 
by Using Adequate Catalog Space 
in this Warm Air-Sheet Metal Directory | 


Highly regarded, kept throughout the year, re- 
ferred to time and again as buying decisions are 
being made . . . AMERICAN ARTISAN’s Direc- 
tory Issue is vital to every manufacturer who has 
a stake in the “warm air” field. 

Bear in mind that this Directory is in the hands of 
dealers, contractors, wholesalers who do annually better 
than 80% of the market's total business . . . that it’s the 
ONLY reference— published at the start of each year— 
which gives complete source information. 


Every product the field uses is listed alpha- 
betically; who makes these products; trade names. 
Advertisers are prominently identified—references made 
that more complete data can be found in the manufac- 
turers’ own sales promotional material. 

January 1952 ARTISAN will be the 18th Annual 
Directory Number . . . a Buyers’ Guide long estab- 
lished, and eagerly awaited by the ARTISAN’s entire 
reader-audience of KEY organizations. 


It will, aside from the Directory feature, carry our 
standard editorial content — pertinent articles and 
timely news such as has made AMERICAN ARTISAN 
the only publication in its field of sufficient reader 
interest to remain 100% PAID. 


FLEXIBLE -——- TO MEET YOUR NEEDS 


Here’s the logical place to swing your Sunday 
punch! — insert your complete catalog, use a spread, or 
more pages if necessary, plan on color to accentuate 
your product story .. . 


And NOW is not too early to make your space com- 
mitment, if you are to have a choice position in this 
most important business book. 


KEENEY PUBLISHING CO. 


6 N. MICHIGAN, CHICAGO 2 
Air Conditioning Headquarters 


Also Publishers of Heating, Piping and Air Conditionin- 
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CHEMICAL WOR 


The Chemical World is broad . . . there are 12,452 plants (rated at $125,000 or more) 
among the 24 chemical and proééss industries . . . and total annual production is esti- 
mated at $60,000,000,000—40% of \:e national product. 


The Chemical World is deep . .. there are buying and specifying influences at work all the 
way irom the chemists and engineers who design, develop and run these plants to the top 


executives in every branch. 


For the broadest, deepest coverage of this vast Chemical-World market, CHEMICAL AND 
ENGINEERING NEWS stands alone. For only CHEMICAL AND ENGINEERING 
NEWS has both breadth and penetration of circulation and editorial content, to give 


you blanket coverage of the chemical world: 


An established weekly circulation of 72,000. 
An industrial circulation of 58.4% greater than any other publication in the field. 


A balanced circulation, covering the chemists and engineers in management, produc- 


tion, design, research and development. 


The broad circulation, that adequately covers every title classification in the 7-group 


buying and specifying team of officials, works executives, supervisors, engi- 


neers, research directors, chemists and consultants. 


And blanket coverage brings results... 
Comparing the first six months of 1951 to the same period in 1950, 


C&ENews gained more advertising pages than any other magazine serving the field. 


At the lowest cost per thousand, your advertising becomes a 
fast-action sales tool in 


CHEMICAL AND ENGINEERING 


NEWS 


Newsmagazine of the Chemical World Since 1923 





An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 18, N. Y. 


CHICAGO + CLEVELAND + SAN FRANCISCO + LOS ANGELES + SEATTLE + DALLAS 
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Letters to the editor 





in many letters of rebuttal. Maybe 
Mr. Eastman wrote with this purpose 
in mind. Certainly, he is either calcu- 
lating, courageous or naive to attempt 
to convince marketing people that 
“the product that can’t sell itseif 
when given the chance is doomed to 
eventual failure, even though you 
back it up with an army of glib- 
tongued salesmen and an avalanche 
of advertising.” 

Sure, it’s nice to have a “superior 
product,” but what Mr. Eastman for- 


how radar distributors know you gets is that everyone claims to have 
\ 


the superior product and it is the 





\ 
rare instance when the buyer can as- 
w aiacties your products certain for himself which is actually 


the superior. What typewriter speaks 


_y. - --- and your policies? for itself? What car? What suit, can 


of beans, pair of nylons, etc., “sells 








itself.” Why, as every salesman can 

; tell Mr. Eastman, it takes heavy sell- 

It has been proved time and time again that those manufacturers ing and clever advertising to sell even 
who enjoy the most successful distributor relationship are known the superior product. 

to all distributors. They are active in the distributor field. They Maybe Researcher Eastman is of 

maintain a close relationship with their own distributors by the opinion that “the first principle of 

means of sales calls, sales meetings; promotion material and ad- selling is to give the product the best 

vertising in Industrial Distribution. Consistently they tell a story possible chance of selling itself,” but 

to this group that places them in the fore when it comes to their before he begins establishing prin- 

ciples of selling he ought to find out 


share of the distributors’ selling time. Securing new distributors 
first about the many superior prod- 


or making readjustments becomes easier, for those who keep this 
ucts which died an early death be- 


cause they lacked effective selling 
and advertising to put them across 
On the other side of the coin, he'll 
find that many not-so-superior prod- 


close contact are known to the whole field. 


Consistent advertising placed in Industrial Distribution is the 
most important factor in making you known to distributor or- 
ganizations. Start your advertising campaign in Industrial 
, : . ucts have been eased into top place 
Distribution now to reach the whole field. 

by men who know how to advertise 

and sell 
We can all agree that the product 
should be a good one, that the sales- 


Write for your copy of this new booklet, 7H way ; men should have faith and confi- 


“FOR THE MAN WHO WANTS TO REACH dence in it, but when there are a 
AND INFLUENCE INDUSTRIAL DISTRIBUTORS , ao aii adds See 
” } » j claiming superiorit} en some nare 

AND THEIR SALESMEN selling and advertising is called for, 


and never mind this naivete that the 


hundred or more competitors each 


product will “sell itself.” 
Let Researcher Eastman “cultivate 


his own garden.” . . R. E. TAYLOR, ac- 


e ~ 
The only —_ count manager, Tradeways, Inc., New 
: York. 
magazine 


published 
for industrial distributor Ad manager offers suggestion 


v n e 
i S T rl U T I 0 n for space representatives 
their salesmen. © To Tue Eperon: The article, “Ad- 
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A McGraw-Hill Publication, 330 West 42nd S1., New York, N. Y. vertising readership research how 
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se BIG Issue with the Plus Vglues 
or Readers and Advertisers 


Again this January, PIT AND QUARRY will publish its Annual 
Forecast and Review Number. The 1952 Number will set new 
publishing standards with a bigger, more complete, more at- 
tractive issue . . . and with many plus values. 

For yeors PIT AND Only PIT AND QUARRY with its unrivalled editorial staff 


QUARRY has corried the largest volume 


of advertising—the largest number of and industry experience could undertake and carry through 
odvertisers — the largest number of 


exclusive odvertisers an editorial project of this magnitude. 


The January Number will show that 1951 was one of the private, industrial and government work. 
two best years for the Non-metallic Minerals Industries, and Plus . . . illustrations of the important projects. 
that 1952 may surpass them. Plus . . . review of important machinery and equipment 
More emphasis will be placed on forecasts—readers and developments of the past year. 
advertisers are more interested in the future than in the past. Plus . . . regular features and departments on vital business | 
Over the years, the forecasts made by the editors of PIT and production problems, news, personal items, trade, traffic, | 
AND QUARRY have been remarkably accurate. and legal notes, and the regular new machinery section. : 
Complete program and advance information on 5 big Americ a’s great and growing construction program is 
conventions to be held in January and February: placing heavy demands for the products produced by the 
Nationa! Agricultural Limestone Asseciation readers of PIT AND QUARRY. And, these readers are 
Nationa! Send end Gravel Ascociaticn buying huge quantities of equipment and supplies to keep 
National Ready Mixed Concrete Association pace with these demands. 
National Crushed Stone Association The big January PIT AND QUARRY offers plus values 
Agricultural Limestone Institute for both readers and advertisers. Extra distribution—extra 
National Concrete Masonry Association. reader interest, at no extra cost. It is an issue that is kept 
Plus . . . layouts and location of manufacturers’ exhibits and referred to for months. 
at the gravel and stone conventions. Plan now to use big space to get your product story over 
Plus . . . advance reports on expected volume of 1952 big to the industries important equipment buyers. Time is 
construction—highways, dams, bridges, buildings, houses, short—send space reservation today. 


Highest ABC Circulation in our History . 
ane Tenth Os PIT AND QUARRY 
15.393 Total Distribution 431 S. DEARBORN ST., CHICAGO 5, ILL. 
80.97 Renewal Percentage 


ES 
EXTRA DISTRIBUTION - EXTRA READER INTEREST -NO EXTRA cost . SPACE Ton ay 


The wide diversity, and relative com- 
plexity, of the equipment we manufac- 
ture puts a premium on advanced and 
alert engineering. In designing top per- 
formance, dependability, and economy 
into the wide range of Baldwin-tima- 
Hamilton products, ovr entire design- 
engineering staff finds PRODUCT 
ENGINEERING a highly important source 
of alert, forward-looking ideas. 


John S. Newton 

Vice-President, Engineering 
Baldwin-Lima-Hamilton Corporation 
Eddystone Division 
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Product-Design at Baldwin-Lima-Hamilton 


HE READS PRODUCT ENGINEERING 


Everywhere in the giant ORIGINAL EQUIPMENT MARKET*... 
PRODUCT ENGINEERING will help you find bigger markets for your products 


Win acceptance and preference for your parts, materials, components, or finishes 
in industry’s Design-Engineering Headquarters ... and you have won acceptance 
where the buying decisions are made in your biggest and most concentrated of 
all industrial markets. 

These Design-Engineering Headquarters spark the development of every 
machine or other engineered product industry manufactures: at least $100 
billion worth this year. And as a basic part of their job, the engineering execu- 
tives in these Headquarters are selecting and specifying $26 billion of 
ORIGINAL EQUIPMENT* in 1951. 

This tremendously big and concentrated market offers exciting rewards to 
sound selling ...the kind of selling which starts and keeps momentum best on 
the firm base of concentrated advertising in Propuct ENGINEERING. 

This is the magazine, above any other, which can sell for you in industry’s 
Design-Engineering Headquarters...with peak impact and minimum waste. 
Alone among all magazines edited for them, this is the magazine product-design 
engineers pay to read. And the facts about Propucr Encrneerinc’s 18,000 
management-concentrated, design-responsible subscribers are facts you can’t 
afford not to know. 

These facts are available, quickly and concisely, from your Propuct 
ENGINEERING representative. For a head start on making next year the best in 
your sales history, call or write him today at any one of the McGraw-Hill 
offices listed below. 


PRODUCT {> Gp McGraw-Hill Building, New York 18 
ENGINEERING eee enn meek < Bre = Se Soe 


Wew York 18 * Philedelphia 3 * Pittsburgh 22 * Son Francisco 4 


A McGraw Hill Publication 


PRODUCT ENGINEERING CARRIES MORE ORIGINAL EQUIPMENT* 
ADVERTISING THAN ANY OTHER MAGAZINE IN THE WORLD! 


*When your parts, materials, compo- 
nents or finishes are selected by product- 
design engineers for incorporation in 
new machinery, equipment or appliances 
... they are specified as Original Equip- 
ment. The Original Equipment Market is 
the big-volume, repeat-order market 
which offers any supplier of parts, ma- 
terials, components or finishes industry's 


biggest sales opportunity. And advertis- 
ers place more advertising pages, and 
invest more advertising dollars, in 
PRODUCT ENGINEERING than in any 
other design magazine in the world be- 
cause they know PRODUCT ENGINEERING 


gives them top coverage of the Original” 


Equipment Market's basic buyers at 
lowest cost. 


AMERICA’S NEW PRODUCTS READ PRODUCT ENGINEERING 
October 1981/17 
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A review, by business paper editors, of industry conditions 
that may influence industrial marketing procedures. 


Outlook is good for plastics 


as industrial uses grow 


Manufacturer's problems . . Un- 
til the U 


gram reaches its peak any 


S. defense production pro- 
predic- 
tions on the availability of materials 
six months to a 


for the next year 


would be extremely hazardous 
Perils in forecasting are particularly 


For, 


while many extraordinary demands 


great in the field of plastics 


upon plastics supplies are in the off- 
ing, the majority have not yet reach- 
ed their most active state 

It is safe to assume that most plas- 
tics materials will remain free of Na- 
tional Production Authority restric- 
tions for there are only a few classes 
now used for military applications 
Most of these plastics are the newer 
high-strength types with relatively 
heat. The NPA 
place plastics 
of the 
supply is needed for military uses 


high resistance to 


does not (presently) 


under allocation until 30% 


Recent developments will create 


additional military demands for 
plastics and extensive programs of 
alternate and substitute materials 
will take most of the available sup- 
plies. Examples include the applica- 
plastic-impregnated glass 
for foot 


soldiers and aviators. Too, such ac- 


tion of 


fibers in making armor 
tion as the Federal Housing Authori- 
for 


piping and electrical applications in 


ty’s approval of plastics many 
private homes could create a terrific 


demand if the anticipated home 
building boom develops as expected 
In the latter 


are bound to force the use of plastics 


case, metal 


shortages 


in large quantities because steel, 


aluminum and copper will continue 
to be scarce 
Many 


foresighted manufacturers 


have prepared two or three alternate 
their and in 


many cases at least one of these de- 


designs of products 


signs specifies plastics wherever 
they are suited. The Army and Navy 
have both 


programs to use plastics 


embarked on extensive 
in proved 
(by civilian users) applications. 
Plastics dishes in military establish- 
ments are examples 

In summary, turning to plastics 
will prove a lifesaver to many manu- 
facturers. However, when too many 
make the shift, spot shortages 


today 


are 


bound to develop. Plastics 


serve in a dual role . . as engineering 


materials which have earned their 
own positions, and as replacements 
for metals which are too scarce to 
meet the demand. T. c. pu MOND, edi- 


tor, Materials & Methods, New York. 


Suppliers’ problems . . The single 
trend discernable in the case of all 
plastics is that there will continue 
to be more and more industrial ap- 
plications 

The pace of that trend and to some 
extent the value of that trend is de- 
termined by materials supply. Prices 
of plastics materials have remained 
rather steady. As more materials be- 
come available, there will open new 
possibilities for broad new applica- 
tions of plastics; on the other hand, 
industrial 


the relative shortage of 


plastics . . they’re all on allocation 
prevents misapplication. Plastics are 
not to be wasted! 

Taking the main resins in order, 
we find that 

Phenolics are going into direct and 
indirect military use to the extent of 


about 20°,, current production being 





Why Is C&E Monthly Its Own 
Best Salesman? 


BECAUSE — you can't move around in construction 
circles long without seeing the publication —in con- 
tractor. distributor. federal. state, county. municipal 
offices and out on the job with the construction super- 


intendent tdoent 


and r g Ss. 





BECAUSE — “Covering the Field” on page | sets the 
pace every month calling attention to some 15 to 20 
stafi-written job articles. several of which are sure to 
be close to any reader's immediate interest. 


BECAUSE — interspersed with these job reports are LS - hte 0 

more write-ups of new products for construction and = nt Of Baretee to Cesctrenties. sony 
more new literature items than any other monthly if contractors. 
provides. Engineers Monthly 
BECAUSE— the editorial columns throughout are so 

exceedingly well balanced—accurate but not overly 

technical. well-illustrated but enough text to tell the 

full story. giving credit to manufacturers but without 

undue emphasis: balanced too in geographical location 

and type of jobs reported. 


BECAUSE — the large (11x15) page makes possible use 
of king-size photos. Also assures reading matter adja- 
cent to display ads regardless of size. (Standard space 
units acceptable—no extra production costs.) 


BECAUSE — the advertising pages make up the mos 
complete where-to-purchase guide of construction pred, 
ucts available in any monthly —an average of | 
advertisers per issue first half of 1951. 





BECAUSE — distributors have their own regular depart- 
ment in the magazine and special provision is made 
for manufacturers to list distributor names and addresses 
adjacent to display copy. 


BECAUSE — the bound-in post card in every copy sug- 
gests reader service and inquiries for manufacturers— 
hundreds of them being forwarded each week from our 
publishing office. 


If you are making up an advertising 
schedule now — or in the weeks ahead — take 
time to check these CONTRACTORS AND 
ENGINEERS MONTHLY advantages for your, 


self in any recent issue or write us for the late 





copy plus any of the following which will 
helpful to you: 

NIAA Sales Presentation 

Circulation Audit 

Mailing list folder 

Figures on request readersh 

Typical reader comments 

Listing of 1950-51 advertisers 

Summary of inquiries received 


Contractors «../ 
the NEWSpaper of highway and heavy construction Engineers Monthly 


October wos /19 

















THIS IS A GOOD PLACE TO DO BUSINESS 





7 


ss WITH AMERICA’S BIGGEST INDUSTRY 


2K Among the top 10 business magazines in 1950, 
ST ee oe ee ee 


Your American Machinist representative will gladly give you the facts 
about Americon Machinist's proved sales impact. 


Ask him, particularly, 
for a copy of the Advertising Research Foundation’s Study 
of this magazine's audience and readership A P 


. . the only A.R.F. study of o metalworking publication. 
. It Will show you why advertisers invest the most dollars * \ 
\ ‘ in this only metalworking magazine with a growing, 
all-paid circulation . .. now over 28,300. 








Because Metalworking is 

industry’s biggest market... Th 

of America’s top ten business magazines 
in advertising volume 

are metalworking magazines.* 

' And ee all metalworking magazines 
+. its PROVED SALES IMPACT* 


draws the most advertising dollars 


to the pages of... American 
Machinist 


The “Requested” 
Magazine 
-+oin these Industries 


: 


-ooby these Readers 


—M-W covers plants producing all types 
of metal products, tools and parts, ma- 
chinery, transportation equipment, shop 
equipment, maintenance machine tools, 
and other ferrous and non-ferrous metal 
products. 


—Management, Engineering, and Produc- 
tion personnel. 


—Timely editorials, metal-working per- 
formance reports, useful reference sheets, 
concise descriptions of new products and 
literature, informative advertising, plus 
other reader advantages of “king-size” 
format. 





BECAUSE we NG- is MOBILIZED 


for more resultful cover 


in more metal-products 
in today’s defense economy 


Within a recent eae lee Me) Meltnel hu Weil Oa MMi letemaslslece)| (16M On Ow.\ 
circulation was brought into line with the large-scale personnel and 
plant changes due to conversion to defense production. Every reader 

was verified as currently active in management, engineering, or produc- 
tion roles in metal-products plants. Now, 91.5% of M-W'’s circulation 
is personally requested by réaders, with 8,5‘ 


verihed by other posi-- 
tive means 


John Haydock, well-known metal-working authority is M-W’s editor 
He knows how and where to get information of high-reader 


interest, how 
to interpret it into useful, time-saving editorial features. Advertisers as well 


as readers gain from his 21 years experience in metal-working publishing 


M-W readers get helpful information on 
new equipment, and liter 
size ftormat 


latest metal-working practices, 
concise, easy-to-read items. King 
| 


and ext-to-editor position for all 


ature through 


gives high visibility 


advertisers 


Nearly 300 Advertisers are regularly getting results with M-W’s 
up-to-date verified coverage of America’s No. 1 market. 


it will pay yow to take a close look at M-W’s many advertising 
values. Ask your agency or write direct for the complete story. 


CHICAGO, ILL. 


SUTTON PUBLISHING COMPANY, INC., 60 East 42nd St., New York 17, N. Y. 
q CLEVELAND, OHIO q WETHERSFIELD, CONN. 
307 N. Michigan Ave. 


DENVER, COLO. 
1501 Euclid Ave. 


13 Eastern Drive * 1118 Washington St. 1 


LOS ANGELES, CALIF. 
2404 W. 7th St. 


October 19st / 23 





PROBLEM: How to 


. . . 
sell textile mills 
in Brazi! 
Brazil: population 48.750.000; has 1418 
textile mills, 3.200.000 active cotton spin 
dies; currency. cruziero; official rate 18.75 
to $US1.00. controlled, with high priorities 
for textile machinery purchases; language. 
Portuguese, closer than a first cousin to 
Spanish.) 


Above, large plant supplies 

yorn for many modern textile mills 

ke that below. Both are in the Sao 
Paulo area 


rayon 


A 


609 Brazilian mills (439%) pay to 
read the Svanish-language textile jour 
nal, TEXTILE PANAMERICANOsS. 
which brings them the technical infor 
mation they want in a language al 
most their own and very easy to read. 
In fact, it is the widely read 
textile magazine in Brazil. Travellers 
will tell you they find it in practically 
all the leading mills and find it used 
there 


most 


While a good local representative Is 
necessary for Brazilian 
his work must be backed up with ad 
vertising in a business magazine which 
Brazilian mill men pay to read. The 
pro rata cost of a monthly 
only 35.97 and it can put your story 
over quickly in this richest of Latin 
American markets. But that is not all. 
For the whole story of sales to Brazil 
and the other Latin-American markets 
whose textile mills spend more than 
$60,000,000.00 in the States 


good sales, 


page Is 


every 
vear, phone or drop a line to: 


PANAMERICAN PUBLISHING CO., INC. 
570 7th Avenue, New York 18, N. Y. 
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How to present advertising 


to your management 


® your First and most effective 
- method of developing a better un- 
derstanding on the part of your man- 
agement is to begin preparing a com- 
plete advertising and sales promo- 
tion plan for 1952. It is not too early 
to get into this. 

In your plan you should explain 
what you would like to do, why you 
would like to do it, give market facts 
Take adver- 


tising out of the realm of the abstract 


and figures, costs, etc 


and bring it down into solid physical 
form in a well-thought-out booklet 
that cannot be passed over too light- 
ly. Do not be wordy but make you 
presentation complete and clear 

As your advertising develops and 
results begin to come in in the form 
of inquiries for literature, orders 
etc., be very sure that your sales and 
general management executives see 
the actual replies and have concrete 
evidence of the results of what you 
are doing. But do not give them too 
much at any one time. Plan on using 
the splendid presentations that have 
been made on the subject of general 
and industrial advertising 

Raphael G. Wolff made a film en- 
titled “The Magic Key” 


story of America and our 


which tells 
basic 


of advertising. This same studio 


problems 


in Industrial Marketing 


has made a film “The Radar of Sell- 
ing” which was paid for by Putman 
Publishing Co 
the cooperation of the National In- 
dustrial Advertisers 
This film concentrates on industrial 


and prepared with 
Association 
advertising and is particularly fac- 
tual 

The Advertising Research Foun- 
dation has recently completed 
studies of the readership of Auto- 
motive Industries, American Build- 
er, Chemical Engineering and Amer- 
These studies, 
in booklet form, give a clear picture 


ican Machinist each 
of the readership of the editorial and 
advertising in the above magazines 

A summary slide film has also 
been prepared which gives the high- 
lights of the study. You can present 
this film in a half hour 

Eighteen of America’s leading 
manufacturers 
in a study of business magazine 
reading. Black & Decker, Crane Co.., 
Electric, Union Carbide 
were among them. We believe that 
the results of the survey may be se- 


recently cooperated 


General 


cured from McGraw-Hill, who sum- 
marized the findings, or any one of 
the companies 

Talk over the situation with you 
executives, arrange showings of 
these films at 
three months. This will bring to you 


intervals of two or 


sales and general executives a bet- 
ter understanding of industrial ad- 
vertising and bring them closer to 
you and your work 


Practical economy gets 


more out of your ad dollars 








Where Compare costs! Check results! 
You reach process industries spect- 
fiers best with Reinhold Catalogs! 


It's virtually impossible for sales engineers to approach 
“inside” specifying teams in the process industries. Yet 


: you can have “on-the-spot” sales representation every 

“ day of the year. Reinhold Catalogs, requested and used 

~~.) by the right men in many thousands of Dun & Brad- 

Soe street-rated company plants, are the established source- 

a j books of buying information. The technical informa- 

i. im tion Reinhold Catalogs contain, tells specifiers in 

( ‘~ a _confidence that your product or service meets their 

d [] wo ~ needs. This information determines whether your sales 

a ' engineers are called in for consultations which result 

—- —f 5 in orders. For a comparison of costs and a report on the 

- ti Y results of manufacturers who use Reinhold Catalogs, 
| call in your Reinhold Catalog representative now. 


oe oe 


REINHOLD PUBLISHING CORPORATION, 330 WEST 42nd ST., NEW YORK 18, N.Y. 


Cleveland « Chicago ¢ Buffalo ¢ San Francisco ¢ Los Angeles © Seattle © Dallas 


2.28 Gham © MATERIALS CATALOG 











MOre than sve sah esorny marker 


expanding by leaps—no bounds in sight! 


To meet this nation’s (in fact, the world’s) great and growing war 
economy needs, the process industries are working and expanding at a 
feverish pace. Thousands of new products call for thousands of new 


processes, hundreds of new plants. Billions of dollars are allocated annu- 
ally for new facilities, for plant maintenance, for chemicals and materials, 
2 and for development and research in the process industries. Your Reinhold 
Catalog representative will explain how easily and inexpensively you can 
get in on a greater share of this business by selling within the multi-billion 
dollar chemical and process industries market. 


October ios / 28 








advertise 
here... 
to reach 


® YOUR SITUATION is quite typical of 
many advertising managers working 
for companies selling to industry 
Frequently, management has so 
many problems in connection with 
procurement of materials, govern- 


ment red tape in defense contracts, 
etc., that they have not completely 
thought through the problem of their 
own advertising and sales promotion 
effort 


On one hand they are oversold; on 
the other hand they have a long- 
range advertising and public rela- 

7 KEY ELECTRICAL Mia tions job that must be continued 


through the years. They are dis- 
couraged by the large bite taxes are 


Electrical Departments in Industria! Plants; extractive industries (elec- taking from their profits and they 


trified mines, smelting, refining, and converting plants); transportation are worried about the rising costs of 
companies (electric railway and railroads, airline operators); large everything they buy. including ad- 
electrical contractors handling industrial work; motor repair and serv- ’ ; , 


. vertising 
ice shops; electrical, mechanical and consulting engineers. 


, Because of this uncertainty on the 

Electrical and Electronic Manufacturers including manufacturers of all 

kinds of electrical apparatus and appliances; radio equipment and acces- 

sories; electronic equipment and supplies; large machinery and machine 
tool builders; manufacturers of aircraft and electrical point the way and help them solve 
aviation equipment; and shipyards these problems 


part of general management, you 
have an increasing opportunity to 


First, you should not relax your 
continuing advertising and public 


Check these 6 Big Values over 500 Advertisers selations program. Second, you 


are now getting in Electrical Equipment: should watch rising costs and econo- 
mize at every opportunity, using this 

100 selected “request” circulation. Every copy of Electrical Equipment's 7 5 ’ Gien ‘ 

controlled C.C.A. circulation is on a request basis. The request-reader must money saved for better and more 

state in writing that he wants Electrical Equipment, and give his name successful advertising 

title ym pe i address 

pectorbigresce igen hee theme . Along these lines are you taking 

Large pass-along circulation. Survey shows average of 6.07 readers per copy 

or 218,852 total readers per issue per month 
High reader interest. Thousands upon thousands of inquiries produced Are you repeating your best ads a 
monthly prove active, continuing readership 


Electrical Equipment reaches and sells people your salesmen cannot contact 
management, engineering, production and purchasing personnel who buy you using old photographs and cuts 


full advantage of the offset process? 
reasonable number of times? Are 


o luence rase of electrical equipn t . . , 

ee ee a Cee that are satisfactory instead of tak- 

Direct, traceable returns from advertising dollars. Over 14,000 sales leads i 

through publisher from a typical issue 

Low cost returns. A 1 9 unit in Electrical Equipment costs only $150.00 per new cuts that are in many cases only 
a little different from old ones? 


nsertion or 525.00 per 4.9 unit (7x10) on a 12-time basis. Color extra 


ing new photographs and making 


Are you still using all rag bond in 
ELECTRICAL EQUIPMENT your letterheads for many uses for 
Published by which - is ge NT = 
. . you making 17 Most OF your postage 
Sutton Publishing Company, Inc. bill by including interesting little 
60 East 42nd St., New York 17, N. Y. 





folders on company products, serv- 
ices or polices with outgoing mail? 
Are you watching your advertising 
inventory in order to avoid waste 
through obsolescence? These are but 
a few of your many opportunities for 
economy 

If you develop a good reputation 
for economy, you will find it easier 
to have your new, aggressive and 
more costly programs approved. So 
watch your pennies but spend plenty 
on programs that count 


How to get new prospects 


with no goods to sell 


® THIS ATTITUDE is typical of sales- 
men and also of some sales manage- 
ments. They naturally hesitate to ap- 
proach more prospective customers 
when they cannot take care of pres- 
ent customers. However, if you can 
successfully present a practical ap- 
proach fot them, you may be suc- 
cessful in changing their attitude 

First, you may have to present 
names and addresses of possible 
prospects to sales management to 
pass on to their men. You may rec- 
ommend a market research approach 
n which the salesmen wili explain 
that while in an oversold condition 
at the moment they are very much 
nterested in getting information 
about the company, and getting the 
»yroper name on the mailing list so 
that you will be in a better position 
to serve them in the future. This 
naturally dulls the interest of the 
prospect but does not kill the oppor- 
tunity 

The salesmen should have mere 
time for this missionary work now 
than under normal competitive peri- 
ods. So we recommend that you pre- 


pare for a continuation of this effort 


Gene McMasters 


advertise 
here 


for EXCLUSIVE 
coverage of 








LARGE - MEDIUM - SMALL 


ELECTRICAL 
CONTRACTORS 


Twice as many 
contractors as any other 
publication in this live 


$700,000,000 market! 


Check these 6 Big 
Values 171 Advertisers are now getting in 
Contractors’ Electrical Equipment 


. Carefully selected coverage of all worthwhile large, 
medium and small electrical contractors, including 
those in cities under 25,000 where 75% of business 
is done. Only controlled circulation can offer this 
advantage. 

Direct traceable returns on advertisers’ dollar — 
sales leads received average over 3900 per month 
High reader interest because CEE is edited ex- 
pressly for contractors including small and medium 
sized ones who do 65% of business in their industry 

. Contact with key buying influences not reached by 
manufacturers own salesmen. 
Next-to-reading-matter positions for all advertis 
ing, insuring maximum visibility and reader-action 
Low-cost coverage —as little as $135.00 per 1/9 
unit or $415.00 per 4/9 unit (equivalent to 7x10 
space) on a 12-time basis. Color extra. 


Contractors Electrical Equipment 


Published by 
Sutton Publishing Company, Inc. 
60 East 42nd St., New York 17, N. Y. 





IF YOU WANT TO SELL... 


ENGINEERED 
ELECTRICAL 
EQUIPMENTS 


IN THESE CATEGORIES: \. 


Rectifiers 

Variable Speed Devices 
ELECTRIC HEAT 

Induction 

Dielectric 

Resistance 

Meat Treating Fur 

caces 

Melting 

Salt Bath 

iafrared 
ELECTRIC TRUCKS 
AIR CONDITIONING 

Process 

Comfort 
LIGHTING 





INDUSTRIAL POWER 
OrSTRIBUTION 
Pewer Fuses 
\setators 
Cireett Greakers 
Pewer Transformers 
Unit Substations 


Coatret Centers 
MOTORSA CONTROLS Fiucrescent 

Heavy Duty Incandescent 

Wound Reter Meters INDUSTRIAL K-RAY 

Sysehreneus Meters METAL DETECTORS 

1-100 He Meters INDUS. TELEVISION 

100-5000 Hp Meters WELDING, ARC AND 








Electronic Meter RESISTANCE 
» Contre! FINISHING a 2 


TO IMPORTANT PLANTS 
IN EVERY INDUSTRY 


THEN YOU MUST REACH THESE MEN 


> Industrie! Production Manegement 
> Industrie! Electrical Engineers 
p> Utility Industrie! Engineers 


Only in ELECTRIFIED INDUSTRY do you reach all 
three groups of men simultaneously. Only in 
ELECTRIFIED INDUSTRY are their electrical inter- 
ests—ond yours—the exclusive ebjects of atten- 
tien. Only in ELECTRIFIED INDUSTRY do you 
reach the utility industrial engineers whose recom- 
mendations ore so often decisive on engineered 
electrical equipments 

ELECTRIFIED INDUSTRY's picture reporting of 
electrically powered, proven production ideas in 
every industry from Auto thru ra 





inc has earned it a 
unique readership from management men and 
from their electrical engineers 

The sponsorship of the magazine by the leading 
vtilities (they poy $2.50 per year for their im- 
portant industrials) guarantees a continually 
correct circulation—despite personne! and plant 
changes—that simply can't be duplicated 


\ 


Marketing 


from Washington 





1952 civilian production to drop 


50% below last year’s volume 


By Stanley E. Cohen 

® IT IS BEGINNING to look as if de- 
fense production officials have been 
painting too rosy a picture for con- 


sumer goods industries. In recent 
weeks, the manufacturers of scoot- 
ers, washing machines and other 
hard goods have had a series of de- 
pressing bulletins from NPA. In gen- 
eral, it adds up to a 1952 production 
outlook no better than about 50°; 
of their 1950 total 

This is all to the good, so far as in- 
dustrial producers are concerned, 
for the steel, copper and aluminum 
is being channeled by government 
order to those industries which make 
the most 


toward strengthening the economy 


substantial contributions 
and providing the armed forces with 


the facilities and equipment they 
need 
Originally, NPA was talking in 


terms of a guns-and-butter econ- 
omy that would provide less con- 
sumer goods than in 1950, but more 
than in most postwar years. By 
fourth quarter 1951, consumer goods 
have been chopped down to 58°, of 
1950, and notices are out that further 
cutbacks are inevitable during the 
first and second quarters of 1952 
Defense Production Chiet Manly 
“Pro- 


duction will be greater than ever in 


Fleischman puts it this way 


history, but there will be less manu- 
facture of roller skates and scooters 
so we can have more manufacture of 
machinery; there will be less pro- 
duction of pipe organs and more of 
airplane parts; fewer television sets 
so there can be more radars; fewer 
washing machines and refrigerators 
and more equipment to produce such 
things as oil and power.” 

In its cutback on consumer dur- 
ables, NPA is over back- 


wards to protect small users. In gen- 


leaning 


eral, small users will continue to get 
100° of their requirements of con- 


trolled materials. Cutbacks will fall 
largely on the bigger users, who have 
to get their allotments of materials 


from NPA’s Washington office 


Less Pricing Red Tape? . . The 
pricing situation on manufactured 


items and machinery will remain 
thoroughly up in the air until Con- 
gress acts one way or the other on 
the Administration’s request for a 
watered down version of the so-call- 
ed Capehart amendment 

At the present time CPR 22 and 
CPR 30, the machinery and manu- 
factured goods pricing orders, oper- 
ate on an optional basis. Since they 
do not cover all the costs required 
under the Capehart amendment, no 
manufacturer has to price under 
them unless he decides to do so 

The Office of Price Stabilization 
insists that the amendment, which 
requires full allowance for post- 
Korea increases in overhead costs, 
including advertising, involves elab- 
orate cost accounting procedures 
which neither government nor busi- 
ness are equipped to handle 

As a substitute it has asked Con- 
gress for an amendment requiring 
simply that pricing rules make “rea- 
sonable allowance” for these over- 
head cost increases. Under this plan, 
OPS said, adjustments would be on 
an industrywide basis, and would 
involve considerably less red tape 

In Congress, the issue has taken 
on political implications. Particular- 
ly in the house, members are re- 
luctant to modify what has already 


been written into law 


No Quiet on Postal Front . . De- 
spite the adoption of a substantial 
postal rate increase bill, the rate 
problern will not remain quiet. When 
the $200,000,000 postal pay hike is 
“apportioned” to various classes of 
service, the “deficits” for handling 
newspapers and magazines will show 


ea nh page 6 





NUMBER ONE MAGAZINE COVERING 


NEW HIGHS IN THESE 
ACTIVE, EXPANDING 
MARKETS 


The new 1952 Rock Products Produc 
tion Estimotes have just been released. 
Dealing with cement, sand and gravel 
crushed stone, lime, qypsum, ready- 
mixed concrete, and concrete products 
they indicate greatly expanded pro 
duction for 1952 and point to heovy 
investments in equipment, moterials 
and operoting supplies. 


Write for your FREE 
cory 


THE ACTIVE AND IMPORTANT 
ROCK PRODUCTS INDUSTRIES 


WITH ROCK PRODUCTS YOU REACH 
MORE READERS....MORE BUYERS 


HIGHEST TOTAL NET PAID--15,883 A.B. c. 


e@HIGHEST PRODUCER COVERAGE 


14,384 A.B.C. These are the plant men whose buying decisions 
influence your sales. 


eHIGHEST CEMENT INDUSTRY COVERAGE 


1,758 A.B.C. The cement plants of U.S.A. will produce an estimated 
252.000.000 barrels in 1952. Capital investment of over $100,000,000. 
for operating equipment will be made in the next 12 months. 


@®HIGHEST SAND AND GRAVEL COVERAGE 


5.707 A.B.C. These producers are expanding output subsiantially 
and opening up many new deposits. 


eHIGHEST CRUSHED STONE COVERAGE 


4,810 A.B.C. These producers are also expanding their production 
greatly, and will be heavy buyers of equipment during 1952. 


e@HIGHEST LIME INDUSTRY COVERAGE 


842 A.B. Lime production for 1952 is estimated at nearly 10 
million tons; this branch of the industry is constantly expanding 
its output to meet swiftly growing demands. 


@eHIGHEST GYPSUM COVERAGE 


96 A.B.C. The outlook for 1952 is that crude gypsum output will 
establish new high records. 


e@ HIGHEST READY-MIXED CONCRETE 


1,214 A.B.C. This industry continues to show sharp growth both in 
total volume of business and number of plants. 


e@HIGHEST RENEWAL PERCENTAGE 


81.67%, highest in the field. For more than five years Rock 
Products renewal percentage has been around or above 80%, 
varying less than two percentage points. This affords striking proof 
of the loyalty of satisfied Rock Products readers. 








MAKE YOUR ADVERTISING DO MORE AND GO FARTHER BY 
USING ROCK PRODUCTS — THE RECOGNIZED AUTHORITY 
THAT IS MOST WIDELY READ, MOST OFTEN QUOTED 


Write for your complimentary copy of the booklet, which is the story of 
Rock Products Editorial Service. 


‘ROCK PRODUCTS 


309 W. JACKSON BLVD., CHICAGO 6, ILL. 





New York Cleveland Chicage Sen Francisce Les Angetes 
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Decreasing Starting Current 





Power for Palermo 








Return Line Corrosion 


Dynamic New Cover New Printing Plant 
compels immediate desire to inspect lead articles Beginning in August, POWER ENGINEERING joins 


such outstanding magazines as Reader's Digest, Harp- 
ers, Architectural Record, Apparel Arts at Rumford 


Expanded Editorial Staff Press in Concord, N. H 


To intensify on-the-ground coverage of practical, how 
g 


New Staff Artist to Streamline Format 


James E. Wilcox, in consultation with outside experts, 


to-do-it developments in the field 


will constantly work for improved presentation tech 


Expanded Circulation Operation niques and fast reading layout to provide the most 
readable publication for power engineers 
To reach every key man with a basic power interest 


in a consulting engineering firm, a public utility, a 


Expanded Sales Staff 


a service establishment such as a hospital, hotel, in Additional sales personnel permits intensification of 


manufacturing plant, oil refinery, steel mill, etc., or 


stitution, laundry, etc service to advertisers throughout the country 





These 126 Regular Advertisers Offer Proof of POWER ENGINEERING's 


Acceptance as a Direct Channel to the Power Market 


The Edward Valves. Inc Read Standard Corporation 
. Elliott Co Reliance Gauge Column Company 
- Engineer Co., The Republic Flow Meters Co 
Erie City Iron Works Richardson Scale Co 
American Engineering Co Everlasting V alve Co Riley Stoker Corporation 
American Pulverizer Co Flexitallic Gasket Company Rockwell Mfg Co 
American Water Softener Co.. The Fluor Corporation, Ltd Rohm & Haas Company 
Foster Engineering Compeny Roto Div. of Elliott Co 
Atlas Valve Co Foster Wheeler Corp. | R-P & C Valve Division, American Chain 
Babbitt Steam Specialty ¢ Garlock Packing Co., The & Cable : 
fabcock & Wilcox Co.. The General Coal Company R-S Products Corporation 
General Electric Gompany Sarco Company. Inc 
Baldwin-Hill Co Gifford-Wood Co Schutte and Koerting Co. ° 
Beaumont Birch Company Gilbert Associates Simplex Valve & Meter Co,,-The 
jelmont Packing & Rubber ( . Goodall Rubber ( o : Sinclair Refining Co 
Betz. W. H. & L. D Graver Water Conditioning Co Southern Coal Company, Inc 
Biddle Co.. James G Green Fuel Economizer Co., Inc Standard Oil Co. (Indiana) : 
Bird-Archer Co.. The Grinnell Co., Inc ‘ Stone & Webster Engineering Corporation 
Black. Sivalls & Bryson. Inc Griscom-Russell Co., The Subox, Inc 
Hagan Corporation Sun Oil Company 
Hall Laboratories, Inc Swartwout Company, The 
ilde ro nce ne Hays Corporation, The Taylor & Co... W. A 
Cam we hy eh y Infilco Incorporated Terry Steam T urbine Co., The 
Chapman Valve Mfg. Co h International Nickel Company, Inc., The Texas Co., T he 
Childers Manufacturing Co Johns-Manville Thermix Corp... The 
Cities Service Oil Co Kuljian Corporation, The United States Rubber Company 
Cleaver-Brooks Company Ladish Co ; United States Steel Corp. 
Cochrane Corporation Manning, Maxwell & Moore, Inc Universal Atlas Cement Co. (Lummite 
Combustion Engineering-Su t Ir Marley Company, Inc., The Division) 
Condenser Service & Eng Ine National Airoi! Burner Company, Inc Vogt Machine Co., Henry 
( 
‘ 
| 


Air Preheater Corp 
Allis-Chalmers Mfg. ¢ 
American Chimney Corp 

American District Steam Company, Inc 


Armstrong Machine Works 


jailey Meter Company 


Bowser, In« 
Bridgeport Brass Co 
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»ppus Engineering Corporati National Aluminate Corporation Vulean Soot Blower Division. Continental 
ane ( National Valve & Mfg. Co Foundry & Machine Company 
o Niagara Blower Company Wallace & Tiernan Products, Inc 
Darling Valve & Mfg. Co Nicholson & Co., W. H Warren Steam Pump Co., Inc 
Dart Union Co Northern Equipment Company Western Chemical Company 
Davis Engineering Corporatior Norton Company Western Precipitation Corp 
vis Regulator Co Ohio Injector Co Westinghouse Electric Corporation 
rborn Chemical Company Pacific Pumps. Ine Wheeler Mfg. Co., C. H 
aval Separator Co ! Permutit Co.. The Wickes Boiler Co., The 
it Stoker Co Prat-Daniel Corp Wilson. Inc., Thomas C 
> J. F. Pritchard (Equip. Div Wing Mfg. Co., L. J 
Proportioneers, Inc. ‘ Worthington Pump & Machinery Corp 
Ray bestos—Manhattan, Inc Yarnall-Waring Company 


owell Ince 


Drew & ( 
Ea 


ower Ongunectieg 
TECHNICAL PUBLISHING CO., 110 S. DEARBORN ST., CHICAGO 


~ Publishers also of Plant Engineering 


TE 
One of our district managers will be glad to NOs Dtaat PUBLISHING co. 
tell you more about this expanding program of Please have 4j + CHICAGO 3. 
POWER ENGINEERING and the unmatched ad- wil fit our ad 
vertising value it offers to manufacturers of 


power equipment and supplies. 


LL 
Strict mana 
'9Er call to 
vertising and s Sve facts on 
ales pro, ow POWER 
PI oram ENGIN 
©45€ send me latest Data F cree 


ile fos ron Pow R EN N RIN 
e der o Owe ENG: te 
G 


Name 


Title 


MAIL MEMO FOR FACTS J. 


Address 


Products 











$56,474 in Sales Produced by 


MATERIALS 
& METHODS 


for Cro-Plate Products! 





As a direct result of four single-page advertisements and 
a two-page editorial article appearing in Materials & 
Methods, The Cro-Plate Co., Inc., Hartford, Conn., sold 
31 units of its metal cleaning and plating equipment for 
a total of $56,474 in sales! 


In addition, Alan R. Burman, Vice President of The Cro- 
Plate Co., Inc., credits Materials & Methods with leads 
which sold Cro-Engineering Service to a leading aircraft 
manufacturer. He writes: 


“Even further value may be ascribed to our pro- 
motion in Materials & Methods. We gained leads 
and contacts which initiated the sales of products 
and processes not even mentioned.” 


L 

The Cro-Plate Co., Inc. — a young, fast-growing 

concern — manufactures the following metal 

processing equipment 

Cre-Hone Pressure Blast — for high production- 
rate, deburring, descaling, and general 
surface finishing. 

Cre-Hone Jr. — for general metal cleaning 

Cre-Platers — completely self-contained bard 
chrome-plating wnsts 

Specially designed CRO-HONE wet-blastina units— 
for handling heavy dies and molds. 

Cre-Engineering Service — high/)-traimed, expers 
enced technicians capable of inaugurating 
and developing bard-chrome plating pro- 
cedures in metal-working plants 


FOR CRO-PLATE 

MATERIALS & METHODS is EJRST in editorial pull- 
ing power and EIRST again, in direct sales per advertising- 
dollar invested. Here is conclusive evidence that the mate- 
rials engineering readers of Materials & Methods have the 
power to buy your products if you sell engineering mate- 
rials, parts, finishes or materials processing equipment. 


*eeeeeeeeneneeeneeee 
eeneeeeeeneeeeeee ® 
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Concentrate Your Advertising 
Where Materials Engineering Men 
Concentrate Their Attention... 





A REINHOLD PUBLICATION 
330 West 42nd St., New York 18, N. Y. 


Cleveland * Chicago * Dallas + Los Angeles 
San Francisco * Seattle 





Columbian uses ad technique 
as aid in flood recovery 


By Merle Kingman 


® THIS Is the dramatic story of an in- 
dustrial advertising manager and his 
top management who were caught 
in a disaster and how they reported 
and “promoted” their difficulties 
with a simple advertising technique 
to retain the loyalty of present cus- 
tomers and win new ones while bat- 
tered production lines were restored 

At 11:20 a. m. on Friday the 13th 

July, 1951 
the concrete flood wall of the swollen 
Kaw River gave way, 
three-foot wall of water 
across revetments and into the cen- 


Kansas 


. a sandbagged gate in 


sending a 
roaring 
tral industrial district of 
City 

On the outskirts of the sprawling 
plant of Columbian Steel Tank Co., 


an alert foreman, seeing the tide 


(OLUMBIAN 


STEEL TANK 
COMPANY 


rolling down Genesee street, phoned 
a warning to the company switch- 
board operater and ran for safety. 
The call permitted warning to 
all company employes, including Ad- 
vertising Manager Ralph S. Robinson 
who dashed into the street to get his 
car to the safety of the high rise in 
the highway over the 12th Street 
Blocked in a traffic jam of 
same idea, 


viaduct. 
other motorists with the s 
his engine died as the waters over- 
took him. Water seeped in through 
the doors and the floor. He stepped 
into the flood that carried him away 
with surprising power until he 
grabbed a telephone pole. Ultimately, 
he made it to the viaduct, where he 
encountered Columbian President 


Joseph M. Kramer. The president's 


October - 1951 


Industrial Marketing 


first words were: “Where's your 
camera?” 

Mr. Robinson’s first concern had 
been his Oldsmobile company 
owned. Get that camera, the presi- 
dent urged. 

“The camera’s the thing,” he 
shouted. “Man, this is history.” 

The camera was in an office desk. 
The advertising manager began look- 
ing for rescue boats to get him there. 
The first boats 
against the flood current. Then power 
boats went into service, among them 
one owned by a friend. Without that 
friend, this story would not have been 
written. Mr. Robinson was ferried to 
the main office where the rising wa- 
ters were soon to reach within sev- 
eral feet of the second floor Colum- 


were powerless 
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goes with package .. 


For MAXIMUM OUTPUT witn 
MINIMUM DISTORTION 





CONSISTENT UNIFORM QUALITY 


——— 


reel after reel after reel! 


.- as advertising tells the story 


® LATE IN 1949, Audio Devices, New 
York, found itself in a fix of its own 
making 

The company wanted to introduce 
a new product in a market in which 
the competition already had become 
well established. Further, the com- 
pany’s tardiness in entering the 
market had been deliberate 

Audio, a leading supplier of sound 
recording discs for broadcasting 
studios, schools and other profession- 
al users for more than ten years, had 
watched for several years while com- 
petitor after competitor jumped into 
the market with new recording tapes 
Audio had one of its own, but chose 
to wait 

Two kinds of strategy were avail- 
able. The company could 

1. Introduce a new recording tape 

Audiotape as fast as possible, 
and improve it as time went on 

2. Hold Audiotape off the market 
while developing it in the laboratory 
until the quality matched that of the 
established product, Audiodiscs 

Audio decided on the latter step 
for a special reason. The company 
had built a hard-earned reputation 
for quality in Audiodiscs a repu- 
tation that management was reluc- 
tant to sully. The decision tempo- 
rarily handicapped Audiotape with a 
late start, but the unique way in 
which sales and advertising have 
been able to capitalize on subsequent 
product quality apparently is prov- 
ing management's decision right for 
the long haul 

The sales, advertising and engi- 
neering departments devised a 





unique method of documenting the 
quality of every roll of Audiotape 
manufactured, inserting documenta- 
tion in every package, and playing 
up this method of proof in company 
advertising. The method works like 
this 

A major 
veloped by the delaying 


product advantage de- 
research 
was exceptional uniformity of “out- 
put.” This meant that if a sustained 
tone of constant intensity were re- 
corded on a reel of Audiotape, the re- 
cording would not vary in volume 
more than a certain fraction of a deci- 
bel. This uniformity reduced dis- 
tortion in recordings. 

As Audiotape comes off the pro- 


duction line, each reel is tested in 
just this way and the variations of 
tone volume recorded on the reel are 
measured on a strip chart recording 
a device with a pen point that 
moves up or down on a slowly mov- 
ing paper chart to record each vari- 
ation. The paper chart made in the 
test of each reel is inserted with it 
in its package as documented proof 
of the quality of that reel 
Reels are sold in packages of five 
A graph on only one of the five is 
included, but since all reels in any 
one package are slit from the same 
roll of tape, the graph 
measures output of all five reels. A 


actually 


printed message goes along with the 
graph to explain to the customer 
how it was made and what it means 

This relatively simple and graphic 
way of showing the customer what 
he is getting was promoted hard 
through business paper advertising, 


in addition to direct mail and sales 
literature. The budget was increased 
by more than 50% in 1950. 

The company’s major market in- 
cludes the nation’s 2,500 radio sta- 
tions, 500 sound studios and the lead- 
ing record manufacturers, in addi- 
tion to schools. To reach them, the 
company sells through more than 
300 radio parts distributors. 

To help these distributors in the 
first segment of the market . . pro- 
fessional recording . . two-color full 
pages were run in Audio Engineering, 
Broadcast Engineer’s Journal, Elec- 
tronics, FM-TV Communications and 
Tele-Tech. Half pages or more aimed 
at the educational market ran in 


Audio Visual Guide, IBS Bulletin, 
Nation’s Schools, Quarterly Journal 
of Speech, Scholastic Teacher, School 
Executive & School Equipment News 
and Senior Scholastic. Guia and 
World’s Business were used in the 
export market. Envelope stuffers in 
English, Spanish and French were 
mailed abroad by dealers and dis- 
tributors 

In addition to featuring the output 
graph as proof of quality, the ads 
contained coupon and buried offers 
of free trial samples. Before the of- 
fers were discontinued because of 
excessive requests, 8,000 sample reels 
were distributed in 1950 largely as a 
result of requests from advertising 
and direct mail. 

The volume of requests from im- 
portant buyers amply justified this 
form of largesse, despite some prob- 
lems. One kind of problem is illus- 
trated in a not-so-important buyer 


a high school student who sent 14 
requests for samples. 

“He got a 300-foot sample, of 
course,” explained Vice-President 
Bryce Haynes. “We are sure that it 
convinced him about Audiotape, 
even though it might have been dis- 
illusioning with respect to the ex- 
istence of Santa Claus.” 

Direct mail included ad reprints 
and a monthly external publication, 
“Audio Record,” sent to a request 
mailing list of 14,000 sound recordists 
in radio stations, recording studios 
and schools. 

Features of the package design, in 
addition to the inserted graph, in- 
cluded a functional use of color. Be- 
cause two types of Audiotape are 
made . . one with a plastic and the 
other with a paper base . . the plastic- 
base type was packed in red paper 
boxes and the paper-base type in blue 
boxes to avoid mistakes by distribu- 
tors or users. 

Also, a special inner and outer 
container was designed, the former 
with a wooden hub core that prevents 
flattening of the reels when stored 
on edge and that permits transfer of 
the reel from the package to the re- 
corder turntable without slipping or 
unwinding. When the wooden hub is 
engaged with the hub of the turn- 
table, the remainder of the package 
is simply pulled out from under the 
roll of tape 

This packaging feat was so suc- 
cessful that one broadcasting com- 
pany ordered 1,000 empty containers 
to use with tape that the company 
already had on hand 


Sales Up . . As a result of the pro- 
tracted before entering 
the market, and the over-all ad- 
vertising, sales promotion and pack- 


research 


aging program, sales of Audiotape 
started high and grew fast. Sales in 
1950 passed the sales quota by 45%. 
Sales for the first quarter of 1951 
doubled sales for the corresponding 
period in the previous year. The com- 
pany claims all of the major radio 
networks and record manufacturers 
as regular customers, in addition to 
hundreds of independent radio sta- 
tions, recording studios, universities 
and colleges 

Rickard & Co., New York, handles 
the advertising for Audio Devices and 
designed the product's outer package 


/ 
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Shop 


A trailer truck 


By Michael A. Brown. Jr. 


®in 1948, Libbey-Owens-Ford 
Glass Co.’s Plaskon Division, Toledo, 
hit the market with a hot new prod- 
uct alkyd, a plastic that could be 
molded four times faster than other 
plastics on light-weight machinery 
considerably lower in cost than what 
was used in industry at the time 
There was only one serious hitch 
no one had any such machinery 
So the sales problem for Plaskon 
which does not manufacture ma- 
chinery, was to sell customers on the 
machinery as well as the plastic. The 
problem was not new among indus- 
trial suppliers. For example, the first 
producers of aluminum were unable 
to market it until they had won ac- 
ceptance of new foundry practices 
improved extrusion techniques and 
related fabricating methods. Other 
suppliers of new raw materials had 
encountered similar difficulties 
Plaskon tackled the problem by 
first seeking cooperation of machin- 
ery manufacturers and then embark- 
ing on an intensive sales promotion 
program. The program centered on 
a traveling trailer-truck demonstra- 
tion unit that introduced and drama- 
tized both the machinery and the 
plastic to a broad market quickly 
Within a year after Plaskon ap- 


proached the machinery manufac- 





Sells 


beats Libbey’s special sales problem 


turers, they had built several pilot 
models and had placed them on test 
in various production plants. By the 
end of 1949 design work on the final 
model was nearly completed, and in 
April, 1950, three finished presses 
were exhibited at the Plastics Expo- 
sition in Chicago 

Plaskon was ready to start promo- 
ting hard. But to whom? The new 
equipment meant changing molding 
shop methods completely. To sell a 
company on such a major step, in- 
cluding disposing of current equip- 
ment suddenly made obsolete, sel- 
dom is something that can be done 
with any one man in an organization 
or even with two or three 

Plaskon began looking for ways to 
build throughout the 
prospective-customer company from 


enthusiasm 


the president down to the machine 
operator. One afternoon Henry De- 
Vore, sales manager for the new 
product, visited a laboratory where a 
press was working on an actual pro- 
duction job. While watching, he de- 
cided that the sight of the high-speed 
equipment kicking out parts every 
few seconds was a more impressive 
sales argument than anything else 
that could be said or done 

By 5 p. m. that afternoon, he had 
conferred with the sales promotion 


department, developed the idea of a 
mobile exhibit, sold management on 
it and got an appropriation. Three 
days later a trailer van was delivered 
and two press manufacturers, F. S 
Stokes Machine Co., Philadelphia, 
and Baker Brothers, Toledo, had 
agreed to install equipment 

Last January, the traveling ex- 
hibit began a trial run and before 
the month was out, it was apparent 
that the exhibit was making un- 
usual sales impact. Within several 
months, a backlog of machinery was 
sold and shipped, and the manufac- 
turers were stepping up production 
for more orders. In the first six 
months, management figured that 
the exhibit uncovered more prospec- 
tive applications of the product than 
would have been possible in two and 
a half years of conventional selling 

Calling at customer plants by ap- 
pointment, the salesman with the 
unit was able to speak, not merely 
to two or three executives of a 
company at one time, but with every 
engineer, the purchasing agent, pro- 
duction supervisors and top manage- 
ment. In six months, the unit visited 
119 companies and was visited by 
representatives of 136 other compa- 
nies, totalling 8,436 visitors 

On most calls, visitors are taken 


through the exhibit in groups of five 
or six at 15-minute intervals. Each 
group gets a brief sales talk, a ma- 
chine demonstration and an oppor- 
tunity for questions and answers 
Technical literature is distributed as 
the visitors leave. 

The truck, a 32-foot Fruehauf 
moving van trailer, is partitioned in 
the front end into an engine room 
housing an air compressor, electric 
switch gear and storage space. The 
rear end includes a lounge and dis- 
play area and testing equipment for 
making comrarative tests of alkyd 
and samples of other materials 
brought in by the customers. Two 
molding machines are mounted in 
the center, simulating shop condi- 
tions as closely as possible. 

The unit is accompanied by three 
men .. a truck driver-demonstrator, 
a sales engineering trainee and the 
field salesman in whose area the unit 
is operating. Appointments are usu- 
ally made by the field salesman. The 
unit averages one call a day 

By year’s end, the unit will have 
completed a tour of primary mar- 
kets, including Canada, and will re- 
turn to be held in reserve for special 
promotions, such as industrial shows 
and trips to important prospective 


customers 
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Contest for mechanics, jobbers 


gets publicity, inquiries and sales 


By Merle Kingman 


manu- 


® prosLcem: How can you, the 


facturer, stimulate your jobber to 
sell your product aggressively wher 
it is lower-priced and brings a lower 
init-return than most of the other 
types of products he carries? 


Lure him into partici 


SOLUTION 
pation in a merchandising idea that 
ffers him a chance for a substan- 
tial cash benefit almost immediately 
and a sales volume big enough there- 
after to help compensate for the low 
er unit return 

That was the problem and that 
was the solution for Bonney Forge & 
Tool Works, Allentown, Pa 


sized up its marketing situation at 


when it 


the start of 1950 to discover that its 
product, while highly regarded, had 
been passed in sales volume by sev- 
eral aggressive competitors 

The product was a line of mechan- 
ic’s hand tools. The leading com- 
direct-selling 


petitors had used 


methods to forge ahead while Bor 


ney sales through jobbers remained 
generally static in a rising market 
Bonney’s decision was not to 


the distribution system 


change 
(which was broad and well estab- 
lished) but to give it a shot in the 
arm. The injection was a contest fo: 
both customers and jobber salesmen 
that brought jobber publicity, in- 
quiries and sales, and either pushed 
or pulled the jobbers into the act 
The distribution system and indus- 
try conditions setting the stage for 
the promotion included 1,800 parts 
wholesalers or jobbers selling for 
Bonney in the automotive, commer- 
al refrigeration, farm, marine, avia- 
tion and general industrial markets 
The jobbers actually wholesale only 
volume 


portion of their 


volume is in retailing 


a minor 
Their major 
to professional mechanics who buy 


their own tools 


More than 75°: of this retail vol- 


ime s t over-the-counter sales 


Cashing In .. 


helped by displays of Bonney tools 
in the jobber shop. Remaining retail 
volume is sold several ways, includ- 
ing sales by jobber parts salesmen 
who write an occasional tool order 
while calling on the trade to sell 
parts, supplies and equipment 

One problem for Bonney was to 
get these parts salesmen to put more 
effort in sales of tools, which aver- 
aged lower unit prices and therefor¢ 
commissions than parts. Tool prices 
range from as low as 44c for a 3/16” 
open-end wrench to $94.52 for a 5” 
open-end wrench, and from $2.50 
for a three-piece set to $310 for an 
assorted 142-piece set 

The closest Bonney comes to direct 


selling is factory sales to several 
large industrial companies requir- 
ing specialized tools. And in several 
key areas, replacement parts and 
mill supply distributors own and op- 
erate sales trucks carrying a com- 


plete working stock and a driver- 





salesman over an established route 
to sell to mechanics in factories and 
shops 

Against this backdrop Bonney 
went to work with a $5,000 contest 
for the best 25-word ending of the 
sentence, “I prefer Bonney tools be- 
cause First prize was $1,000 

Entry blanks were distributed by 
jobber salesmen, who themselves 
became eligible for prizes because 
the mechanic included the sales- 
man’s name as well as his own on 
the entry. Cash prizes totaling $925 
were offered to the seven salesmen 
whose names were on the first seven 
winning entries submitted by me- 
chanics. In addition, about $600 in 
prizes was awarded to salesmen net- 
ting the most entries 

To tell the story to jobbe1 sales- 
men, Bonney carried on a mail cam- 
paign including letters, folders and 
broadsides. An initial series of let- 


ters to jobbers requesting lists of 
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MERCNAMENSE CHECK SUBAETT TO Tht 
CONDITIONS ON ThE REVERSE SOE 


their salesmen netted 8,000 names of 
jobber salesmen. 

To these salesmen a kit was mailed 
including 25 entry blanks and a two- 
color, three-inch-in-diameter lapel 
button headed, “Are you in the $5,000 
mechanics’ jack-pot?” Enclosed were 
contest instructions and an order 
card for additional entry blanks 

A stepped-up business paper cam- 
paign stimulated both trade and 
jobber interest in the contest. Two- 
color spreads and pages were run in 
Jobber Topics and in Automotive 
Digest, 


Commercial 


Journal, 
& Air 
Conditioning, Implement & Tractor, 
Motor Service and Southern Auto- 


Commercial Car 


Refrigeration 


motive Journal. The campaign 
aroused an interest in the trade that 
bounced back into the jobber sales- 
man to make his job of promoting the 
contest easier and to stimulate his 
own enthusiasm further 


Banners and streamers were sent 


—— joe Dollars 


SOMMEY FORGE & TOOL woORES 


RN Mab 


wan 


Sales Bait. . Me: 


to every jobber to display in his shop 
Four trade paper editors accepted 
invitations to serve as judges. 
Bonney’s small staff of representa- 
tives who work with and advise job- 
bers adapted the contest to their own 
sales methods. One representative 
attended a paint manufacturer’s 
clinic for 200 paint dealers, watched 
ten paint equipment suppliers set up 
displays on the floor and then set up 
his own make-shift table exhibit of 
Bonney contest promotion materials 
He talked to most of the dealers 
and to the 
paint manufacturer’s salesmen to at- 


tract their interest in the contest and 


many of whom sell tools 


the tools 

The response to the contest from 
customers and jobbers was substan- 
tial. By the close of the three-month 


/ 
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Models, meetings 


promote refining 


By Bob Aitchison 


® THE JOB OF SELLING to a world 
market of only 685 customers and 
prospects offers an unusual chal- 
lenge, especially when you are sell- 
ing an intangible such as service 

This is the job facing the Universal 
Oil Products Co., Chicago, whose 
business is developing and licensing 
petroleum refining processes for both 
major and independent oil refiners 
In addition, the company provides a 
field service to keep these processes 
operating efficiently 

And thrown in for good measure is 
the promotion and advertising job 
for Universal's construction sub- 
sidiary, Procon, Inc., a specialist in 
building refineries from designs by 
Universal or other design and de- 
velopment organizations 

With such a set-up, it would be 
easy to dream up a dull, institutional 
campaign with some such breathtak- 
ing approach as, “For service and de- 
pendability, look to Universal” or 
“Progress with Procon.” But this is 
not for Harvey W. Blankenship, Uni- 
versal’s high-octane director of pub- 
lic relations, who has developed an 
advertising and promotion program 
that would do credit to any adver- 
tiser of tangibles or intangibles 
industrial or consumer. Universal's 
program is broken down into eight 
activities: (1) technical publicity and 
speakers’ bureau, (2) promotion 
help for licensees, (3) models and ex- 
hibits, (4) business paper advertis- 


A tu e photographer and many ngers” take 450 ph : year of ing, (5) technical publications, (6) 
2. Ref ; photography department, (7) com- 
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and photo art 


processes 


pany publication and (8) direct 
mail. 


Publicity, Speakers’ Bureau . . 


The most important single factor in 





the company’s public relations pro- 
gram is the preparation of technical 
and semi-technical papers for pres- 
entation at group meetings and for 
release as feature articles to the 
business and general press. In a sin- 
gle year, 131 papers were presented 
before various interested groups, in- 
cluding the American Petroleum In- 
stitute, American Chemical Society Universal gives promotion aid to refiners in selling end products. Here Public 
and National Petroleum Association. F romotion with licensee sales grouf 
All but 12 of these were eventually 
published . . resulting in more than 
425 pages of editorial material in 
publications such as Analytical 
Chemistry, Industrial & Engineering 





Chemistry, Petroleum Processing and 
Petroleum Refiner. In addition, more 
than 180 news stories appeared in 
newspapers 

All papers or articles released by 
the company clear through the public 
relations department. In many cases 
the department originates the idea for 
the article, assigns its preparation to 
one of Universal’s scientists or 
engineers; clears the text with top 
management, the legal department 
and an approval board consisting of 
engineers, chemists and scientists; 
and arranges for illustration material 

When the author is to present his 
paper before a technical group, he 
first receives coaching and instruc- 
tion in public speaking if he so re- 
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Should industrial advertisers 


change campaigns each year? 


Many companies give their industrial advertising campaign a complete face lifting 


annually. Others think an annua! change is neither necessary nor desirable . 
the advertiser and his agency may be “tired” 


on with the reading and buying public. 


. that while 
of a certain campaign. it is just catching 


Here's what nine well known industrialists think about it 





Brehon Somervell 


® There is no logical reason, as we see 
it, to change an advertising program 
just because the calendar says a new 
started. Our 


programs are reviewed constantly to 


year has advertising 
make sure that the various. cam- 
paigns reflect current conditions in 
product development and market 
situations 

Changes are not made in success- 
ful campaigns, however, merely for 
the sake of change. It always has 
been my understanding that repeti- 
tion is one of the keystones of adver- 
tising success. It wvuld appear that 
unnecessary changes in the adver- 
tising approach would detract from 
the cumulative effort which results 


from reiteration 
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R. Arthur Williams 


wa 


® The business man who ponders the 
question of whether to make a change 
in his industrial advertising is a lot 
like that popular cartoon characte: 
who finds himself out in the midd). 
of the stream astride two horses. He's 
bewitched by new ideas that have 
been tossed at him, bothered about 
the possible effect of a change in 
course and not a little bewildered by 
the forces tugging at him from all 
sides. I'm afraid some of us wind up 
making an expedient decision and 
quickly thereafter take up subjects 
with which we think we have more 
familiarity 

I'm sure the man in an organiza- 
tion responsible for deciding this par - 
ticular question would never concede 


A monthly discussion, 

in which industry's top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


and advertising problems 


that change for change’s sake alone 
is reason enough. A new idea, a new 
theme or a new product afford the 
basic reasons in most instances. And 
when projected on a sound and prac- 
tical basis change thus inspired is 
healthy. Yet there is something to be 
said for the official who seemingly 
in a horse-back way says: “Let's do 
something different!” 

It comes down to each organization 
and each responsible official having 
to decide the question on the merits 
of the issues involved in the in- 
dividual situation. It may not be a 
dramatic way to sum up a problem 
and the apparent answer but I'll vote 
for the common sense answer every 


time 


Harris Mcintosh 


® We favor continuing a basic adver- 
tising theme as long as it serves its 
purpose, rather than operating strict- 
ly by the calendar. We have a prod- 
uct that has broad application in 
guarding costs throughout industry, 
and our advertising themes are close- 
ly’ linked to the thought that on a 
scale, material becomes money 
Scales are not rapidly expendable 
and are not bought on impulse, so 
consistent 


long-pull, promotion is 





most valuable to us. Inherently in- 
dustrial advertising campaigns, be- 
cause of more limited budgets, have 
longer life than more intensive con- 
sumer efforts. But the advertisers, 
themselves, sometimes are tempted 
to overlook that what is a familiar 
story to them, is only beginning to 
receive recognition by the potential 
users to whom it is actually being ad- 
dressed 

In the past year, we had the special 
oceasicn of a 50th anniversary to 
consider in connection with our ad- 
vertising plans. We did not disturb 
our basic themes, but handled this as 
an additional special program to in- 
terpret the Toledo name in terms of 
the four major groups of products 
retail scales, industrial scales, restau- 
rant kitchen machines, and food store 


machines with which it is identified 


Fred E. Schluter 


8 For 


been our policy to make the intro- 


many years past, it has not 
duction of a new advertising cam- 
paign coordinate with the calendar 
year. We feel that the only excuse for 
timing new programs with January 
Ist is to give the sales force an im- 
pression that a new year means a new 
campaign and a revived interest and 
excitement. Our advertising is not 
used for this purpose 

If, at the end of a calendar year or 
at the end of the second calendar 
year, the need for a continuity of the 
current copy theme is still existent, 
we continue to use it until we feel 
that a change is required and that 
the campaign has accomplished its 
mission 

It frequently takes a certain period 
of time for a basic idea to become 
familiar to ou own selling force as 
well as to the trade, and often one 
year is insufficient time for the ac- 
complishment of an agreed upon ob- 
jective 

At our annual sales meetings, we 
take our men behind the scenes and 
tell them why we are doing a cer- 


tain kind of advertising and why we 
are employing certain copy and art 
approaches. We find that this de- 
velops an understanding of our ad- 
vertising and an enthusiasm for it 
that far exceeds an enthusiasm pre- 
dicated upon an attempt to find some- 
thing new to talk about, just for the 
sake of being new each year end 


® We believe that consistency in pro- 
cedure is very desirable in advertis- 
ing planning over a period of years 

Except when a new product or a 
redesigned product is being stressed, 
our advertising copy deals mainly 
with improvements in our products 
that should appeal to the construction 
superintendent, project foreman and 
machine operator 

We believe that the prime purpose 
of a consistent advertising program is 
to keep our name constantly before 
construction contractors, that much 
of what is said in advertising copy 
can be said by competitors and, 
finally, that the salability of our 
product depends largely 
ficient performance in the field 


upon ef- 


Harry B. Higgins 
President 


1} 


® So far as our industrial advertising 
is concerned, we believe that changes 
should be made at any time when 
such changes will result in improv- 
ing the “selling” 
qualities of any of our industrial ad- 


readership and 


vertising campaigns 

In the industrial campaigns of some 
of our divisions, especially those 
needing fresh material for dealer 
presentation, it is not unusual to 
make changes annually. On the other 


hand, campaigns of those products 
which are not marketed through job- 
bers or dealers are not changéd 
periodically, but they are changed 
whenever the advertising manager 
feels that such changes would im- 
prove his campaign. 


Norman F. Smith 


# Our major long-range objective in 
selling and advertising is to deveiop 
the market for mechanized brushing 
methods. Experience has shown that 
this can be done most effectively in 
our advertising by the use of case 
studies which show specific advan- 
tages of power brushing in the plants 
of our customers and give the reader 
helpful information for the solving of 
his problems 

We believe that these case history 
stories can be presented most ef- 
fectively by making them simple 
and straight forward, illustrated by 
photographs like the editcrial pages 
of the magazine 

In our opinion it is not advisable te 
change this campaign . . in theme or 
in appearance each year. Rather 
we believe that it should continue 
uniformly year after year in order 
to increase its recognition among our 
customers and prospects. 

The Osborn page then becomes fa- 
miliar and we should attract more 
and more readers to it for the’ help- 
ful authentic information we try to 
provide 


W. C. Dean 
President 
Union Steel 
Products 
Albion, Mich 


® Our company consists of two sep- 


arate divisions under one central 


management. One division manufac- 
tures a complete line of baking plant 
©9 


ntinued on page 
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How to promote the nation’s 


urgent steel scrap drive 


® SOONER OR LATER, every advertising 
department is called upon to promote 
npany or community drive 
recent months a national drive 
i companies and communities 
pated, has been on the 

ng. This was the steel 


Said Iron Age last 


“The record-shattering steel pro- 
duction pace may have to be curbed 
crap collections do not improve 
soon. The next two months will he 


critical. Steel producers and con- 
sumers, scrap pe ople and government 


That’s why they 


aking part in a gigantic el- 


officials know this 


to increase the flow of scrap to 


mills.’ 


But at least one company and 
its advertising department was 
giving the drive a gigantic needle 
Lyon Metal Products, Aurora, IIL, 
showed how it can be done by ap- 
pointing a committee of department 
heads to push an intensive local 
lrive. Objective was to scour the 
plant and get every employe to scour 
for scrap. What they did, 
beginning with an announcement 


program on Radio Station WMRO, is 


his home 


shown in the pictures and captions 
above 

In addition, the company 

1. Sent an announcement letter by 
President H. B. Spackman to every 
plant foreman, commanding action 


2. Sent every employe a two-color 


«lets GL’ 1% Ge SCRAP / 


letter along with return card on 
which employe was to indicate how 
much scrap he had available 

3. Landed news story on first page 
of Aurora Beacon-News 

4. Persuaded the newspaper's “in- 
quiring reporter” to devote a column 
to question, “Do you have all your 
scrap collected for the Lyon Metal 
scrap campaign?” 

The five-day drive raised 80,000 
pounds of ranging from a 
Civil War sword turned in by an 
elderly lady to an old casket and 
other items totaling 3,200 pounds from 


scrap, 


a cemetery. 





TANKERS AND BULK CARRIERS UNDER WAY IN U.S. SHIPYARDS 


April 1, 1951 — 430,174 D. W. T. 


September 1, 1951— 1,005,424 D. W. T. 


A Fact of Portent—not only for advertisers, 


but all business planners 


Here is a graphic representation of a 133 percent increase in 
one type of ship construction over a five-months period. This 
remarkable change is in the tanker and bulk carrier (ore) group, 
but the cargo-passenger and miscellaneous groups (under 1000 
tons) have likewise grown appreciably. 


Advertisers can profit by this important fact. If they have not 
been paying enough attention to the marine market — which 
even now is far from its potential peak — this is proof that it is 
worth going after. And it is highly significant that this class of 
ships is expanding so rapidly. Steel and oil are the two most im- 
portant basic materials needed for defense arming and waging 
a war. This country, by emphasizing oil and ore carriers in its 
shipbuilding program, is readying itself to insure these strategic 
materials in ample quantity. This is background information 
indicating the importance of the marine market for 1952. 


Besides reaching the thriving marine industry at all sales- 
influencing levels, advertisers in Marine Engineering and Ship- 
ping Review are kept constantly informed on shipbuilding trends 
and importont orders through the free-to-advertisers Weekly 
Marine Outlook Letter. They also get the valuable Marine 
Directory which is a guidebook to important ship operators and 
shipyards. Call, write, or wire for full particulars and rates today. 





PLAN NOW for the 1952 MARINE CATALOG 


The Marine Catalog and Directory is the reference publication 
that one leading marine buyer reports referring to some 
50 times a week! More important now than ever, it should be 
on the selling program of every company that wants business in 
the expanding marine market 


cy MARINE ENGINEERING 
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How to stretch a good 





You can de it with 


MECHANIZED 


MECHANIZED SELLING works for you at chart) MECHANIZED SELLING stretches 
a cost you can count in pennies. The results your sales force—adds precious time to 
pay off in dollars added to your profit each salesman’s day which he can devosé 
margin! Put the high speed and low cost to the specialized jobs that he, and he 
of advertising to work for you. By quick- alone, can do best: making a spedifie pro 
ening the first three steps to a sale (see posal and closing the order. 


z 


THAT’S MECHANIZED SELLING AT WORK! o® 


A 20-page booklet, “Mechanizing Your Sales with Business Paper Advertising,” is 
available to interested executives. Also, for sales meetings, @ sound-slide film, titled, 
“Mechanized Selling—Blveprint for Profits.” Write te Company Promotion Dept. 
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McGRAW-HILL PUBLICATIONS 


330 WEST 42nd STREET, NEW YORK 18, N. Y. 
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salesman 




















» CREATE 20 
LRDUSE and hold INTEREST 


SONTACT and told CONTACT 


When advertising is doing its job on Aeps one, two, three and six your salesman has 
more time for steps four and five. This is MECHANIZED SELLING at work. 





aes. 


THE COST of taking your 


product to market is usually as 


nies important in your profit picture 


as how many units you sell. 


A sales budget that has to be 


"stretched to cover outsize selling 


costs can’t help cutting into 
your profits. That’s why your 
skilled salesman’s time is money. 
He must use expensive time to 
the best possible advantage. 

You can help him by clearing 


away preliminary selling chores. 
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Do They Know What They Want?. . 


Iders shows they d 


Survey reflects the stockholder’s 


indifference to advertising 


@ DESPITE THE URGINGS of some ad- 
vertising and public relations men 
for more elaborate annual reports 
with jazzier layout and copy to catch 
interest and clarify content, the 
average stockholder reads all the re 
ports he now gets and understands 
then or thinks he does 

That is one conclusion (encourag- 
ing or discouraging, depending on 
how the ad man wants to look at it) 
that can be drawn from the findings 
of a survey of more than 1,000 stock- 
holders by Reuter & Bragdon, Pitts- 
burgh consultant on stockholder re- 
lations. Nearly 85° of the stockhold- 
ers said that they read the annual 
reports of all companies in which 
they own stock. Most f the re- 
mainder read at least some of the 
reports 

Asked if they understood the fi- 
nancial sections of the annual re- 
ports received with respect to assets 
and liabilities, 90 said yes. Re- 


spondents were asked if they under- 


stood the reports with respect to 
seven other aspects. In each case, the 
majority answered yes. Percentages 
answering yes ranged from 67.5 
with respect to the “out-go” dollar 
to 97° with respect to dividends 
In addition to learning if annual 
reports are understood, the survey 
was aimed at finding out what types 
of information stockholders want to 
get in annual reports. Results show- 
ed that stockholders are most inter- 
ested in getting facts about the trend 


‘ 


»f business and are least interested 
n learning about advertising and 
sales promotion activities. One ques- 


tion and the tabulated results were: 


In each classification, the remain- 
ing percentage (bringing the total 
percentage to 100%) gave no answer 

The relative lack of interest in ad- 
vertising may lead advertising man- 
agers who work on annual reports to 
omit such information. Or it may 
lead them to make a stronger effort 
to include such information and to 
point it up so as to better educate 
stockholders in the effect of adver- 
tising on sales and profits. Such a 
practice offers a special opportuni- 
ty to advertising managers who have 
been successful in documenting the 
results of company advertising. 

Of five suggested types of reports 





AUTOMOTIVE 


News of automotive and aviation manufacturing 
. . America’s largest industrial market 
from AUTOMOTIVE INDUSTRIES, Chestnut and S6th Sts, Philedelphia 39, Pa. 








A $12.6 MILLION aircraft assembly plant will be built for the Air Force by 
Lockheed Aircraft Corp., it was announced. The new facility is planned for final 
assembly and test flying of Lockheed jet planes and will be located at Palmdale 
Airport, 65 miles northeast of Los Angeles. 


BORG—WARNER CORP. will build a new 100,000 sq. ft. plant at Wooster, Ohio, for 
eet pe of electrically-—driven hydraulic fuel pumps for jet engines. The 
million plant will be built for the newly formed Wooster Div. and will get 

underway early this month if CMP materials are granted soon. 


BOOM TIMES for machine tool manufacturers will extend through 1953 and beyond, 
according to an estimate by C. E. Wilson, defense mobilizer. He predicted that 
machine tool requirements up to the end of 1953 will be nearly 3" billion, of which 
about $800 million will be produced this year and nearly twice that amount in 1952. 


THE AUTOMOTIVE AND AIRCRAFT manufacturing industries spend well over half of their 
income for materials, supplies, parts, machine tools, and other production a 
an $18 billion purchase order for American Industry to fill. AUTOMOTIVE 
is the ONE medium for penetrating this vast and profitable industrial market, 
reaching over 21,400 design, production, administrative, purchasing and sales 
executives in 3,124 automotive and aviation manufacturing plants. 


ABOUT ONE-THIRD of the manufacturing area of Chrysler's new parts plant at 
Indianapolis will be used initially for production of jet aircraft engine parts. 
The engine parts are to be for the J—48 turbo-wasp engine, which Chrysler will 
build for the Navy in a new plant now under construction north of Detroit. 


FEDERAL EXCISE TAXES paid by the American motorist during fiscal year ending 
June 30, 1951, under existing excise tax rates on automobiles and automotive products 
equalled the combined Federal revenue from fifteen states and two territories, the 
National Automobile Dealers Assn. said. Automotive excise tax receipts totalled 
over $1.758 billion, an increase of almost 30 per cent over the amount collected 
during the previous year. 


OF THE 50 LEADING prime defense manufacturers, 48 are in the automotive and 
aviation field. These top producers account for 65% of the total value of all prime 
defense contracts awarded up to June 1, 1951. 


TOTAL NET PAID CIRCULATION of AUTOMOTIVE INDUSTRIES is at an all—time high... 
12,635 as of June 30, 1951. And, based on the peeeeeties © noc igt a ion's 
Business Paper Study No. 1, which indicates 1.7 PROVED reade 
AUTOMOTIVE ES, advertisers are now being offered over r 2 *400 readers 
in 3,124 plants producing cars, trucks, buses, tanks, aircraft, engines, tractors; 
their parts, accessories, materials, and production equipment...a $31 billion field. 


AC SPARK PLUG DIV. of GM has more than $2356 million worth of defense contracts 
for the Air Force, most of which is concentrated at the Milwaukee plant. The 
figures were revealed by C. E. Wilson, president, in an address at Milwaukee. 
He added that currently GM's volume of defense work is under 10 per cent of its 


total output. 


AS FAR BACK AS 1910, AUTOMOTIVE INDUSTRIES covered the aviation manufacturing 
industry, and has been performing an outstanding editorial service for this impor-— 
tant segment of the automotive industries, ever since. Today, it provides the 
latest news of aviation manufacturing for 9,600 PROVED readers in plants making 
complete aircraft, engines, aviation parts, accessories, materials, supplies. 





Nameplate 


Fasteners 


ferr 


Forging 


Stamping 


Ferrous Casting 


bber 


i Jatailetamiale bi dale Lk 


Parts 


Flexible 


N\ 


Seamless 


Push Pull 


Stee 


Contre} 


Pl eliare 





A Penton Publication, Penton Buriding 
Cleveland 13, Ohic 


How many of the 60,000 design- 
engineers who read MACHINE 
DESIGN are on your salesmen’s call- 
ing lists? To help in reaching them, 
put your advertising in MACHINE 
DESIGN. It speeds product acceptance 
and gets your product specified for 
more!applications. 
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How 15 industrial companies 


determine sales territories 


® POOR PLANNING of sales territories 
can complicate the problems of sales 
managers badly 

Poor planning can bring 

1. High cost of travel and other 
sales expenses 

2. Competitive infiltration 

3. Reduced earnings for salesmen 

4. Acquisition of unprofitable cus- 
tomers 

5. Excessive turnover of salesmen 

6. “High spot” selling skimming 
only the cream of existing potential 

Good planning can offer 

1. A sound basis for controlling 
sales and distribution costs 

2. Factual foundation for an incen- 
tive plan 
3. A way to distribute sales man- 
power and advertising to the best 
advantage 

Most 


resulted from 


sales territories originally 


1. How competition does it 
2. How related products are mar- 
keted 

3. A particular salesman’s home 
location 

1. Population centers 

5. Transportation centers 

6. An arbitrary general geograph- 
cal unit such as a county or state 
Often these artificial boundaries 
have nothing to do with sales poten- 
tial 

Whatever the reason for the origi- 
nal layout of a territory, the result- 
ing inefficiencies and confusion can 
be eliminated only if scientific ap- 
praisals, well salted with common 
sense, are applied. To find out how to 
apply the appraisals and how a 
cross-section of industrial compa- 


nies apply their appraisals, we ques- 


tioned 15 of the country’s leading 
sales executives. Here's how their 


companies insure sales success 
through sound analysis and manage- 


ment of sales territories 


Methods . . No single method, but a 
combination of methods and factors 
are responsible for most analysis and 
design of sales territories. For ex- 
ample, a simplified breakdown of 
territorial layout methods results in 
at least three techniques 

l. The so-called 
method based upon standard trading 


“trading area” 
area maps and statistics in which 
original territories are improved and 
varied according to changing busi- 
ness factors. 

2. The “measured-work” or mar- 
ket potential approach in which ter- 
ritories and proposed territories are 
studied for the existing sales poten- 
tial and problems involved in striv- 


The method 


utilizes and relies greatly upon avail- 


ing for that potential 


able market statistics and forecasts 
3. The 


method, a combination and variation 


“concentrated-market” 


of the first two, in which there exists 
such a heavy concentration of pros- 
pects in a few specific areas that 
most territories are actually pre-de- 
termined by the nature of the indus- 


try itself 


Measured-work .. Note that no 
clear-cut differences stand out in 
these methods. In practice, most pro- 
gressive companies employ the first 
two methods, or variations and com- 
binations of each. There is a very ap- 
parent trend toward the acceptance 
of the “measured-work” method as 


* 
By William A. Marsteller 


the most effective solution to terri- 
torial problems in our highly com- 
petitive economy. But let industry's 
sales leaders speak for themselves 

J. B. Stam, assistant to the vice- 
president, Bucyrus-Erie Co., South 
Milwaukee, Wis., said 

“We establish our sales territori« 
by locating district sales offices in 
the hubs of the national trade areas 
for our products. We staff each dis- 
trict office in accordance with recent 
past and expected near future re- 
quirements. Then our sales man- 
agers are made responsible for the 
establishment of 
within sales districts.” 

C. G. Skidmore, sales manager, 
Allis Co., Milwaukee, ob- 


sales_ territories 


Louis 
served: 
“Our sales territories have been 
established over a long period of 
years by the opening of a district of- 
fice in each major trading area. As 
progressed, we 
these trading 
areas into smaller geographical ter- 


our company has 
have broken down 
ritories in order to improve our cov- 
erage. We attempt to recognize in- 
sofar as possible the natural buying 
habits of our prospective customers 
and locate district offices in line with 
these buying habits.” 

The “concentrated-market” meth- 
od is used by Carl Hitchcock, vice- 
president, Farrel-Birmingham Co., 
Ansonia, Conn 

“Our territories are governed by 
the products we manufacture,” he 
said. “For 


largest manufacturer of rubber mak- 


instance, we are the 


ing machinery; therefore we have 
offices in Akron, Chicago, Los An- 
geles and New York, which cover 





1951-52 MARKET & MEDIA 


Up-to-the-minute data on Textile World and 
its industry is to be found in this Annual 
Market & Media File booklet prepared in ac- 
cordance with the recommended outline of the 
National Industrial Advertisers Association. 

Much new information appears in this book- 
let, although the general format and content 
which have won both the NIAA “Award of 
Excellence” and the NIAA “Premier Award,” 
are carefully retained because of the double 
evidence of approval by the sponsors of the 
outline. 

Comparison of the new edition with the 
booklet of a year ago shows Textile World's 
steady gains in all phases of service to the 


WAME 
COMPANY 
STREET 


cry 


FILE now ready 





great textile industry and to those who supply 
it. The data makes even more clear TW’s pre- 
eminence in circulation, buying-power pene- 
tration, advertising volume, and readership. 

Between the covers of this booklet appear 
not only essential TW editorial, circulation, ad- 
vertising, and cost information, but also data 
on the industry which we feel will be helpful 
in any study of the extensive textile market. 
The booklet comprises a file of special value 
for manufacturers with products helpful to 
textile mills in improving results or cutting 
costs, and for agencies handling accounts of 
this type. 

Write for your copy. 


A McGraw-Hill Publication, 330 W. 42nd $t., New York 18, N.Y. 


Please send me a copy of Textile World's 1951-52 Market and Media File. 





the bulk of the territories in which 
rubber machinery is sold.” 

In determining the market poten- 
tials of proposed sales territories 
sales management often attempts to 
supplement the usual government 
statistics and market data with as 
much additional pertinent informa- 
tion as possible. Marketing research 


called 


surveys and 


departments are sometimes 


ipon tor extensive 
analyses. Information from customer 
dealer, prospect, and suspect person- 
al interviews can add much to any 
tudy of sales territories 

Sales Vice-President E. B. Hill, 
Gar Wood Industries, Wayne, Mich.., 
said 

Extensive investigation in the 
proposed territory is carried on by 
yur district sales managers. This in- 
cludes interviewing of possible cus- 
tomers in the fringe areas as well as 
center The 


the »bvious market 


vishes of the potential distributor 
the findings of the district sales man- 
ager and a good market area guide 
all contribute to establishing the 
final sales territory.” 

Other factors come into play, too 


Carroll M 


president 


Baumgardner, vice- 
National Radiator Co 
Johnstown, Pa., said 

“Individual market analysis and 
actual surveys by our sales staff are 
design 


part of our sales territory 


method. In addition, discussions of 


competitive stocking wholesalers 
and use of building reports and data 
are employed “ 

In the determination of the size of 
a sales territory, what are some of 
the important factors to be included 
in any 


preliminary analysis? The 


factors, to some extent of course, de- 
pend upon the nature of the indus- 
try and its distribution methods and 
patterns. However, as a minimum 
group of points for study, the follow- 
good 


ing seven factors provide a 


“jumping off” place for any sales 
territory analysis 

1. Number of customers in each 
territory 

2. Number of potential customers 
in each territory 

3. Maximum purchasing capacity 
of customers in each territory 

4. Maximum purchasing capacity 
of potential buyers in each territory 

5. Number of customers salesman 


can call upon each day 
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6. Average amount of time spent 
with each customer 

7. Average sales per customer for 
each salesman. 

Before the actual territorial analy- 
sis begins, the sales management 
must decide whether the time is pro- 
pitious to initiate a thorough or even 
partial re-designing of present sales 
territories. We asked the sales ex- 
ecutives: 

Is a period of relatively peak 
sales, such as exist today in many in- 
dustries, a good time to analyze and 
re-design sales territories? 

That's a controversial question. A 
third of the sales management group 
said that the timing of a territorial 
study was relatively unimportant 
Yet another third of these industrial 
men reported that a period of peak 
sales is a poor time to attempt an 
evaluation and re-designing of sales 
territories. The remaining third were 
just as emphatic that a high sales 
period is an excellent time to take 
a long look at present territorial 
alignments. 

What are their arguments? An- 


swering the question negatively, F. 
L. Chapman, vice-president, Gisholt 
Machine Co., Madison, Wis., as- 
serted: 

“In very active times we think it 
best to continue with the same men 
serving the same customers, whose 
confidence they already enjoy and 
whose problems and method of work 
are already familiar to them.” 

Supporting this view, Sales Man- 
ager R. L. Clark, Strong, Carlisle & 
Hammond Co., Cleveland, declared: 

“This would probably depend on 
the particular industry. In _ ours, 
where personal acquaintance with 
our distributors and customers is 
of great value and our sales force 
is undermanned, we have tried to 
avoid any unnecessary changes.” 

Elwell-Parker Electric Co., Cleve- 
land, also does not attempt to make 
any major changes in its sales terri- 
tory set-up during periods of rela- 
tively peak sales. “We do not be- 
lieve,” explains Vice-President W 
A. Neddick, “that this is a good time 
to re-design sales territories as sales 
today are unusually high in some 
territories and low in others due to 
direct and indirect government 
business.’ 

Sales Manager Skidmore of Louis 
Allis Co. is another supporting this 
theory. His company’s policy has 
been to shift geographical boundries 
during times of slack business. Al- 
though the company continually at- 
tempts to analyze its sales terri- 
tories for the optimum in coverage, 
experience has shown that fewer 
changes are made in times of high 
volume 

Among companies believing that 
periods of high sales are excellent 
times to analyze territorial sizes are 
Bristol Company, Waterbury, Conn.; 
National Radiator Co.; Bucyrus-Erie 
and Gar Wood Industries. H. E 
Beane, general sales manager of 
Bristol, reported that plans are un- 
der-way at his company for a re- 
study of sales territories due to the 
changes brought about by the na- 
tional defense program. Bucyrus- 
Erie’s Stam thinks that a peak sales 
period is a good time to analyze sales 
territories cs long as the analysis is 
based on results obtained over a 
period of years and on a forecast of 
similar length 

“We believe that poor 
shows up faster and more pointedly 


selling 





Growing Faster Than All Get-Out! 


It takes a lot of shoes, socks, shirts and chow to 
keep up with a growing boy. And it requires a lot 
of process equipment, materials and services to keep 
up with expansion in the world’s fastest changing 
market . .. the petroleum processing industry. 

In a public statement. Bruce K. Brown, Deputy 
Administrator, Petroleum Administration for De- 
fense, said that .. . “by December. 1953, basic re- 
fining capacity should be increased at least one 
million barrels (or 14.5%) per day over the daily 
capacity recorded in December, 1950. This is a 
minimum program figure, representing the largest 
expansion program in the refining industry's 


history, and does not reflect potential war needs. 

Naturally, with expansion like this, refining men 
are called upon to keep up to the minute on techno- 
logical developments, and materials and equipment 
changes. To assist them in this, they have learned 
to depend upon Petroleum Processing. That's where 
they'll read vour advertising message, too. 





% DOES YOUR PRODUCT FIT THIS MARKET? A refinery warehouse 
contains up to 75,000 different kinds of equipment. Write 
today for your free copy of ‘‘Selling the World's = 
Fastest Chonging Market,’ o@ 52-page booklet 
prepared os a guide to the advertising people 
and solesmen who need to know the peculiar- 
ties of selling the refining equipment market 








THE BEST-READ REFINERY PUBLICATION 


REACHING THE MOST 


REFINERY READERS 





Do You Want to Reach 





alas 


3% of the total number of metalworking plants 


®POOOOOOOOOOOO®D 


account for 79% of the total product value... 
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while the remaining 87% of the plants 


OOOO 


account for only 21% of total product value 








The chart above is taken from our recently- 
issued 12-page booklet “Facts About MACHIN- 
ERY and the Metalworking Market.” It explains 
the complex metalworking market in detail, 
describes how MACHINERY covers it, and gives 
a complete analysis of MACHINERY’S circula- 
tion. Send for copies of this valuable data book; 
it contains much information not found in SRDS 
listings and audit reports. 
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MACHINERY =~ 
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-BUYERS...or LOOKERS? 


When you want to reach the men who do the buying in the metal- 
working market, mass circulation doesn’t fill the bill. Why? A glance 
at the charts shows the vast difference between the number of metal- 
working plants and their relative purchasing power. 
Using dollar volume of output as a reliable index of 
volume of purchases, we find that 79% of metalworking 
buying power is concentrated in only 13% of the plants. 





That is why circulation totals are inadequate yardsticks 
to use in measuring the value of a metalworking publica- 
tion. One man with buying authority in a major plant 
may possess a thousand times the purchasing power of 
another in a small shop. Yet, on a numerical basis, these 
men are equally important. 


It requires a special kind of circulation to do an adequate 
job of coverage in this highly concentrated market. Your 
advertising is most effective when it is read by the volume- 
buying authorities, but many times these men cannot be 
reached by a publication with an all-paid circulation. They 
are “out” to subscription salesmen, do not read sub- 
scription-selling mail. MACHINERY has solved the 
problem of delivering your message to these inaccessible, 
but mighty important executives with its unique Directed 
Distribution plan. 


We maintain a continual census of the engineering and 
production executives who possess volume-buying au- 
thority in the country’s leading metal-working plants. 
Checking against our roster of subscribers, we narrow the 
list down to those who are not already receiving 
MACHINERY. To these men we direct personal copies, and we con- 
tinue to send MACHINERY to each executive’s home or office as 
long as we know that he continues to wield volume-purchasing authority. 








Because MACHINERY ’S authoritative editorial content naturally 
attracts most of the industry’s key executives, only about 20% of our 
total circulation is directed in this manner. Yet, combined with MA- 
CHINERY’S high quality paid circulation, Directed Distribution per- 
mits advertisers to achieve constant, concentrated coverage of the key 
buying authorities in every branch of the metalworking market. THE 
INDUSTRIAL PRESS, 148 Lafayette St., New York 13, N. Y. 
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Market research? 


By Darwin W. Heath 


® “MARKET RESEARCH? Don't use it 
Don't believe in surveys 

I built this business from scratch 
and look where we are now 

Have you ever heard these words 
from a sales manager as he pointed 
with pride to the widget factory that 
dominates the town, as he rambled a 
bit about his power of intuition 
about the hunches that paid off . . and 
no mention of hunches gone wrong? 

I have. Most of us have because 
some sales and advertising execu- 
tives still cling to the seat-of-the- 
Their disdain for 


research must be a rude shock to the 


pants philosophy 


mpressionable and modernly train- 
ed young graduate of business ad- 
ministration 
But it won't be many years before 
art young grad with his modern 


aining hide-bound Mr 
Sales Manager out of his job. Until 


tr pushes 


that time, and if young grads are as 
their initial shock 


to make a speech 


youre a suc- 

nan, and I'm only a 
carrying a “for sale” 
successful business 
hard 
and worry too much. In spite of the 


you probably work too 


train, you love your job and 
wouldn't dream of giving it up. But 

uu'd welcome anything or anybody 
that would make your work easier 
for you. Yet, you seem to have a low 
regard for market research, the very 
head- 


thing that can reduce your 


aches. Evidently you've got market 
research all wrong. Let me explain 


Market research” and “survey 


Humbug! 


are not synonymous. A survey is 


only one tool of market research 
Market research can be as broad and 
varied as business itself sales 
analysis and control, computation 
of sales quotas, checks of product 
and brand preferences, data gather- 
ing, library research, forecasting, 
sales estimating and salesmen’s com- 
pensation 

You say you've never used market 
Actually 


many types of market research dur- 


research everyone uses 


ing his lifetime, for both personal 
and business reasons. Every time you 
look before you leap, you do a little 


research 


How often? . . How much research 
have you done in your personal life” 
Ever dipped your toe in a swimming 
pool before taking the plunge? Ever 
estimated the amount of liquor need- 
ed for a party? Ever tested a joke on 
a friend before a speaking engage- 
ment? Ever asked the man who owns 
a particular make of automobile? 
Ever calculated your car’s mileage 
per gallon, studied a road map before 
planning a trip, or determined the 
yield on a stock or bond? Ever ex- 
perimented with different lures to 
determine which fish prefer? Ever 
read up on your favorite hobby, test- 
ed a mattress before buying, or asked 
your friends which election candi- 
date they favored? 

Without 


tempted marketing research in busi- 


realizing it, you've at- 
ness. too. Ever purchased a book to 
familiarize yourself with a certain 
industry? Ever kept abreast of hap- 
penings in your business through 


trade or business magazines? Eve: 
asked for a friend’s reaction to one 
of your products? Studied your sales 
figures, making year-to-year com- 
parisons? Listed your largest cus- 
tomers? 

Counted the number of your prod- 
ucts visible to customers in a store? 
Observed that 


retailer uses your 


your neighborhood 


displays, while 


your favorite department store 
won't? Asked your business friends 
how things were going at their shop 

how the future looked to them? 
Tested an important business lette: 
on an associate before mailing it 
noticed that a competitor was under- 
selling you, asked a dealer why he 
doesn't stock more of your product, 
tried to estimate future sales, drawn 
a graph, or subscribed to an advisory 
service like Kiplinger or American 
Research Institute? 

You and everybody else use some 
form of marketing research. But you 
must admit that your research work 
may be biased by your own feelings 
and preconceptions, and twisted by 
rustic techniques and improper sam- 
pling. Market people, 
whether on your staff or commis- 


research 


sioned outside for specific jobs, can 
take part of the load off your busy 
shoulders. They do your fact-find- 
ing, scientifically and objectively 
No, they don’t 
how to run your business or take 


want to tell you 


away your management preroga- 
tives. They provide the facts. The de- 
cisions based on these facts are you 
own. With 


hunches at 


knowledge instead of 


your disposal, you'll 
make fewer errors of judgment 

Just like a captain of a small ship 
you started in business being your 
own navigator. But as your business 
grew, you didn’t realize how much 
more navigation you were doing 
Your business now is large. Your re- 
sponsibilities are greater. For more 
efficiency through specialization 
captains of big ships rely on a navi- 
gator. For the same reason, you can 
rely on market research 

You've done all right without it 
You've made money for yourself, 
stockholders 


Your business has grown. But think 


your employes and 


how much larger and more profitable 
it might have been by now, had you 
supplemented your brains and judg- 


ment with facts! 








and Yes | is the Way To 


Reach It. . 
FIVE YEARS AGO it was necessary to advertise in @) D E R N> 


two or three publications to reach executive, depart 




















mental and purchasing influences in the complex 


system of railroad buying. | A I L R OA D S 


Today, veteran railroad supply men, progressive 
ad men and agencies recognize MODERN 
RAILROADS as the one publication which reaches 
ALL buying influences! 


There can be no other possible explanation for 
MODERN RAILROADS’ truly remarkable ascend- 
ency to advertising leadership within five short 
years! This is not “claimed” leadership—it is based 
on advertising growth (over 200 page annual in- 
crease in each of the past four years!) and on 
quantity, quality, variety and interest of its readers! 


MODERN RAILROADS also leads in advertising 


revenue per issue—a reliable yardstick; but by any 
yardstick MODERN RAILROADS TODAY 

IS THE PUBLICATION WITH THE 
POWER TO SELL THE RAILROADS! 


.. It’s BIG in format, Editorial impact and Readership 
.. it's Beautiful--write for sample copy and see! 
.. it's POWERFUL —use it. and know! 


ODERN AIL ROADS 


NEW YORK Lexingt veny 201 North Wells Street EVELAN 
PASADENA 4 First Trust Bidg CHICAGO 6, ILLINOIS DALLAS 1 











Southwest 
Builder Contractor 


C TOURNAPULL 





Qssociaten ONSTRUCTION 


A GROUP OF 12 CONSTRUCTION PUBLICATIONS 





BUDGETS! 








OW 
JN you cAN 
REACH THE 


CONSTRUCTION 
MARKET 


most effectively.. 


ADVERTISE 
. IN A.C.P. REGIONALS 


These 12 regional construction publications ranked first 
in readership preference in a survey of 58,560 readers of 
construction publications. Local bid and award reports, 
local news, local jobs, local people make A.C.P. Regionals 
first in preference! They are your best buy for reader interest! 


FIT MARKETS 
» WITH A.C.P. REGIONALS 


Each of the 12 A.C.P. Regionals cover a geographic section 
of the country — with minimum overlapping in circula- 
tion. You can sell rock-working tools in the mountains — 
levee building machines in the river states. You can sell 
snow handling methods in the north — road stabilization 
in the south. A.C.P. Regionals can match your product to 
season or market or methods. 


2 LIST YOUR DEALERS 
U,. IN A.C.P. REGIONALS 


Identify your Dealers or Distributors — tell the prospect 
where to buy. Because A.C.P. Regisnals cover specific 
market areas you can list your entire Dealer organization 
that serves each territory. Only Regionals give you that 
big sales boost! 


FREE SEND FOR 


SURVEY BOOKLET 


Complete tabulation of A.C.P. sur- 
vey of 58,560 readers; summarizes 
method, scope and result of survey. 
Will help you plan your ’52 budget 
for best results. Use coupon below! 


MR. G. L. ANDERSON, Secretary 
Associated Construction Publications 
1022 Lumber Exchange Building 
Minneapolis, Minn. 


C) Please send Survey Booklet — “WHAT PUBLICATIONS DO 
CONSTRUCTION MEN READ?" 


DC Please send complete circulation, rate and mechanical om 12 A.C.P. 
Regionals. 


Name 
Company 
Address 
City 
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Which ad FRICTIONS One of men 
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Oolved...by applied research P| 


attracted 


more readers? 
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BALL BEARINGS 











BEARING 
TORTURE 


Friction vs. Torture 


® rHese Two full-page ads by Fed- 

eral Bearing Co., Poughkeepsie 

N. Y., and Fafnir Bearing Co., New of a World Champion 
Britain, Conn., in the same issue of 

Machinery earned strikingly dif- 

ferent readership scores. Which was 

the high scoring ad? For the answer 

and some reasons why, turn to page 


156 


FAFNIR 


SALL BEARINGS 








) SERVE YOU BETTER... 


Ue asked \NESTERN UNION to 


call 35,000 EXECUTIVES for us... 
to Verify our Circulation lists 


Here’s what 
WESTERN-UNION 
DID FOR YOU 
AND FOR US-— 
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WESTERN 
UNION 


WP MARSHALL. Fetroe~r 





Each of the 35,000 names furnished, W~stern Union verified COM- 
PANY name and address by telephone. 

Western Union verified name of INDIVIDUAL and his TITLE. 
Determined products made by plants reached by the BLUE BOOK. 
Secured the INDIVIDUAL's name and TITLE in charge of machine, 
tool and production supplies buying, if neither name or title was 
shown on our stencil. 

Secured name of Plant Superintendent if no other name or title 
could be obtained. 

Post Office zones were inserted if omitted, or corrected if incor- 
rectly shown. 

Each listing sheet (see sample at left) was certified by local 
Western Union operator, with signature and rubber stamp of city. 











A typical work-sheet Certified by Western Union Operator 
This is the form we supplied to 1642 Western Union offices. 
The yellow strip along the left margin is our circulation 
galley ond is pasted to the form. Opposite each name on 
the galley strip, is spece provided for the Western Unior 
operator to fill in, check or verify the information needed 
for ovr records. Along the right hand margin appears the 
signature of the Western Union operator who verified this 
sheet. 


What this means to You as an Advertiser 


Just this — that now more than ever, YOU CAN BE SURE of the coset 
of MACHINE and TOOL BLUE BOOK. You can be sure they WANT thi 
publication — with its powerful reader interest, already proven by man 
independent surveys. More than 95% of the BLUE BOOK mailing lis 
is personalized 

You can be sure that every copy of MACHINE and TOOL BLUE BOO 
is directed to the right man. Tabulated results prove more than ever th 
MACHINE and TOOL BLUE BOOK is the Readbook of the Metalworkin 
Industry. 

You can be sure that every man on our circulation list is either a 
buyer or can influence purchasing, and therefore a logical prospect for 
your product or service. 

You can be sure of advertising results — because the right editorial 
formula, directed to the right audience of buying executives builds high 
reader interest — an unbeatable combination for SALES. All you have 
to do, is be sure your sales message is right. You'll get RESULTS at 
lowest cost. 

Schedule a vigorous campaign NOW for your product through 
ingyen and TOOL BLUE BOOK and see how it can help increase your 
sales, too. 


—— Mackine and Toc BLE BOOh 


HITCHCOCK PUBLISHING CO. © WHEATON, ILLINOIS 








Moving Parts. . Siaink 


Department store techniques and movement 


® WHEN some 500 members and guests of the Exhibitors 
Advisory Council gathered in Chicago Oct. 1 and 2 for the 
third annual EAC trade show clinic, a part of what the 
council had to say was told in pictures 

The clinic, which marked the 25th anniversary of EAC 
ncluded a photo gallery of successful exhibits. Member 
had been invited to contribute photos of the exhibits of 
which they were most proud as the most unusual, best 
designed, most flexible, best sales winner, etc. By clin 
time more than 75 photographs were received by gallery 
chairman C. J. Michael, Crane Co., Chicago 

The gallery was a good cross-section of what show ex- 
hibitors are doing to pull in the customers these days. Pic- 


this page were among several reflecting trends 


tures or 


Quick and Easy . 
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pace trends in industrial exhibiting 


Bargain Counter. . 
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Your Markets | 
PreKsChNaccuutem ...in METAL | 


HERE'S WHY the markets reached by Metal Progress are the most clearly defined of all metalworking publications 
Every editorial effort is concentrated on the development of exclusive engineering and technical information on METALS 
METALS PROCESSING METALS FABRICATION . .. METALS APPLICATION .. . That's all. Nothing else 
nformation is the ONLY reason why Metal Progress attracts one of the largest A. B ¢ 


circulations in the metal industry — over 1010 readers. Obviously, only those men who have a primary interest in this f- 


his concentration on engineering 


ae 
neering information In metals engi ering will depend upon Metal Progress as these readers do vear alter year over 55°, 
ew. Their one common interest —regardiess of many and varied titles—is this editorial content: metals engineering 
Thev are Metals Engineers 
knowledge is required in any metalworking plant, it follows that any 


with these specialized skills must sell these metals engineers 


THESE MEN ARE THESE ARE METALS 
METALS ENGINEERS ENGINEERING PLANTS 


SOL AA ET 
Management 











= 
Teta! June ABC Statement 


READERSHIP INFLUENCE 


«, read Metal Progress wit! the first we *8°, have acted on advertisements in Metal Prog- 
ress in the past year 
88°, of Metal Progress readers specify, recommend 
or actually purchase materials, equipment 
and /or supplies 
"4 of metalwork design engineers consult Metals 


Engineers on metals specifications 


BUYING INFLUENCE ON NONFERROUS METALS 


Metal Progress’ readers purchase nonferrous metals. In these com- 
panies, buying influence was related to the various metals as follows 
ALUMINUM ~ = 10,233 Metal Progress readers LEAD 43°; =5,790 Metal Progress readers 
COPPER + et gress t rs ZINC 37°; 4.982 Metal Progress readers 
BRASS ) l et rog! readers TIN 34° 4.578 Metal Progress readers 
BRONZE / 7 | gress reader MONEL 34°) =4,578 Metal Progress readers 
NICKEL 4 l etal ress I MAGNESIUM 20°; 3,501 Metal Progress readers 


BUYING INFLUENCE ON STEEL 


reported using oy st 48°° reported using stainless steel 


repo ted us rn rix Stee 60%, reported using tool steel 


BUYING INFLUENCE ON HEAT TREATING EQUIPMENT 


treatment the manufacture of an end product 


ct purchasing intluence 


All studies made by the Commercial Research Bureau, Terminal Tower, Cleveland, Ohio 





THE COVER 


The four-color illustra- 
tion on page one of this 
folder is the front cover of 
Metal Progress for Octo- 
ber. It is typical of the 
outstanding art talent and 
engraving skill that are 
combined each month to 
create covers that have 
won many awards. This 

BUYING INFLUENCE ON WELDING EQUIPMENT particular cover is the 
work of Artist Vincent 

1 Rapini. 
32% are buyers of welding equipment 


Survey hgures indicate further prospects as follows 


»,290 for arc welding machines 4.365 for gas cutting equipment COVERS 
»,085 for arc welding electrodes 4.462 for nard su:tacing rods SUCH AS THESE 
>,931 for gas welding equipment 4,228 for wriding accessories 


4.630 for resistance welding equipment 4.094 for welding positioners 


4.833 for brazing equipment 3.911 tor welding controls pius 
— 
BUYING INFLUENCE ON CUTTING COMPOUNDS, LUBRICANTS sin THOORAENY 


3° reported use of cutting oils and compounds, Based on this surves 


12,703 Metal Progress readers intluence purchases of cutting oils and cor 


BUYING INFLUENCE ON CLEANING AND FINISHING MATERIALS, 

EQUIPMENT AND SUPPLIES TOP-QUALITY 

' ENAMELLED PAPER 
[he survey indicates that > STOCK 


16,529 Metal Progress readers in 7,130 metals engineering plants are consulted ir 


charge of cleaning and finishing operations 


BYYING INFLUENCE ON METAL FORMS 





regularly buying castings are regularly buvil prings 
; EDITORIAL PAGES DI- 


are regularly buving gs 


» regularly buying forgings are regularly buying tubing RECTED AND DETER- 

2 Sar ae Say NEE MINED BY THE METAL 

regularly buying powder metals are regularly buving wire , INDUSTRY'S BEST- 

KNOWN ENGINEER- 

ING EDITOR, ERNEST 
E. THUM 


» regularly buying fasteners 


BUYING INFLUENCE ON INSPECTION EQUIPMENT 


or 11,720 readers 


Engineering decisions involving metals are made 
early in the purchasing procedure, severely limit 


the field of potential suppliers. Sell these metals 


ENGINEERING 
READERSHIP 


engineers through their own magazine sell them 
in the magazine concentrating only on their com- 
mon interests sell these metals engineers in 
1952 to build your product’s acceptance in the air- 


craft, automotive, electrical and all majoy fabri- 


cation plants in all metal-producing mills 20, 000 


Make Metal Progress your basic buy in 


metalworking. 


METAL PROGRESS 
Published by the American Society for Metals 
7301 Euclid Avenue Cleveland 3, Ohio 





ever metals are shaped, 
formed, fabricated, heat 


? treated, finished, tested 


and applied, the metals 
engineer is the chief 
buying influence. Sell 
him through advertising 
in Metal Progress. 





editorially 
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Customer Isn't Always Right 


® Marshall Field, the great merchant and pioneer 
department store magnate, is credited with having 
originated the phrase, “The customer is always 
right.” While from the standpoint of policy it may 
be desirable to treat customers as though they were 
infallible, actually it is obvious that many times 
they are not. 

Equipment manufacturers and other industrial 
suppliers have a fine opportunity to observe the 
progress of the industries they serve. Sometimes 
they see things which hurt the devlopment of the 
field, and hence react to their own disadvantage 
as suppliers. The manufacturer selling an industry 
prospers only as his customers prosper. But how 
far should he go in trying to advise them on indus- 
try policies? 

These questions were answered in effect at a 
recent meeting of the Southern Newspaper Pub- 
lishers’ Association, when Martin M. Reed, presi- 
dent of the Mergenthaler Linotype Co., was in- 
vited to discuss the partnership relation between 
suppliers and cutomers in that field. Since news- 
papers have a current investment of $300,000,000 
in Linotype machines, there is obviously a great 
area of mutual interest 

Mr. Reed did a masterly job of showing publish- 
ers what is wrong with their business, not by try- 
ing to prove that the equipment men know it all, 
but by suggesting ways in which both groups can 
work to their common advantage. He was very 
frank in pointing out the failure of newspaper 
publishers to realize that they are operating a great 
manufacturing business, yet are not production- 
minded. He pointed out the lack of modern man- 
agement methods, including cost analysis and con- 
trol, studies of improved machinery and methods, 
training of technical executives, and similar weak- 
nesses, and urged them to apply the same kind of 
management control to their operations as other 
successful industries do 

The publishers, who been having their 
troubles because of rapidly rising costs, welcomed 
the constructive criticism of Mr. Reed enthusiasti- 
cally. They showed that they did not resent advice 
coming from a supplier, but recognized the weight 
of his suggestions and ideas for the improvement 
of their businesses 


have 


Cther manufacturers serving important indus- 
tries may not have the opportunity to give their 


speaking 





iw 


customers equally good advice on how to meet the 
pressing problems of the day, but Mr. Reed’s 
pioneering work in this direction may suggest that 
the customer himself knows that he is not always 
right, that he needs help, and that his suppliers 
may be the best people to provide it. 

Such an attitude of mutual helpfulness might 
do much to improve customer-supplier relation- 
ship in many important industrial fields. 


Stop Waste of Publicity Materials 


® INDUSTRIAL MARKETING has given much attention 
to the proper use of publicity as a means of inform- 
ing industry of new and improved products which 
manufacturers are developing. Approved tech- 
niques for preparing industrial publicity, and ideas 
as to handling of news releases to make them more 
acceptable to industrial editors, have been given 
full and detailed attention. 

One of the subjects which has been mentioned, 
but which in this day of paper and metal shortages 
needs special emphasis, is the great waste of pub- 
licity materials due to not carefully selecting the 
publications to which the material is sent. It fre- 
quently happens that editors have to discard a 
large volume of material of this sort because it has 
no relationship to the fields they serve. In these 
cases it is evident that lists of publications have 
been made up with the idea of including every 
possible outlet for the news, no matter how remote 
The waste is consequently appalling. 

Many times expensive photographs are enclosed 
with the news releases, and often electrotypes of 
illustrations are sent without being requested. It 
seems a shame that so much costly material has to 
be junked, but editors insist that the larger part 
of the publicity releases they receive is not usable. 

Even good information does not always get pub- 
lished, because of the immense volume issued, but 
at least if a product has an application to the 
editor’s field, he will read the news release describ- 
ing it and attempt to make use of it in some way. 
But so much of it is worthless that it is immediate- 
ly routed to the waste basket. 

Now is a good time to prune lists of publications 
used for the distribution 9f news releases, and so 
reduce the consumption of paper, as well as metals 
used in making photo-engravings and electrotypes. 
Waste of this kind is indefensible under today’s 
conditions. 
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sales promotion 


comment on catalogs 


exhibils motion pictures 





‘Sales’ presentation wins 


a cobalt priority for Eriez 


Mfg 
was threatened by a 
lack of cobalt, which 


® SEVERAL MONTHS aco Eriez 
Co., Erie, Pa., 
shutdown for 
has been under allocation since the 
first of the year 

Last month Eriez won a priority 
National Production Au- 
thority, assuring cobalt to 


keep going. A standard but powerful 


from the 
enough 
“sales” presentation had turned the 
trick 

Featured in the presentation was 
a list of case-history testimonials by 
the company’s customers, telling how 
they had used Eriez’ product 
separators 


per- 


manent magnetic which 


remove pieces of ferrous metal from 
processing lines . . to cut machinery 
damage and product contamination 
Milling manufacturing 
companies told how they 
product to eliminate flash fires due 


and textile 


used the 


to sparks from tramp iron in ma- 
chinery a common hazard in such 
plants 
was a spiral- 
34-page, 17x14” booklet, 
prepared by photostat 
After defining the product 
“a machine of recent invention de- 


The presentation 
bound, 
speedily 


process 


riving its power from Alnico metal, 


and used industrially for the pur- 


ideas 


booklets / direct mail 


slide films / sales helps 


a 


In the & 


CHEMICAL IND 


pose of separating magnetic materi- 
als from other materials” . . the pres- 
entation offers the case histories, in- 
dustry by industry: mining, textiles, 
metal working, food, 
and others. 
Example: “In the textile industry, 
Woodside Mills in North Carolina 
suffered 12 fires per year average 
due to iron sparking among fibers in 
Permanent 


power, rubber 


process magnets re- 
duced fires to zero per year.” Fol- 
lowing this list of 14 other 
textile mill customers 
The then 
that as performing 
such a function hand labor 
slow and other types of magnets are 


was a 
presentation explains 
alternatives in 
is too 


heavy consumers of electric power 
or are often inapplicable. Eriez’ sep- 
arators are made from and get pow- 
er from Alnico metal which, the 


presentation says, is composed of 
on 


ntir 4 on va 
nued : 1986 





CUSTOMERS 


a% 





... you'll be interested in reading N.E.D.'s latest booklet just 


now coming off the press. 


It contains all the facts you need to appraise the job that N.E.D. 
can do for you today—the facilities we have for keeping 
pace with rapid changes in industry, the plants we cover, 
the men we reach... AND N.E.D.’s unique three step program 
COPIES which finds and identifies customers who can buy today. 


(Total 


Distributi _ . . ee . , ~ PT) 
ee The complete story is in ‘How To Find Today's Customers”. 


200,000 If you haven't received your copy, drop us a line. 
yp It will be mailed immediately. 
<», in 42,024 
©) pLants 


A PENTON PUBLICATION 


a 86 


1213 West Third St. 
Cleveland 13, Ohio 


. 
eente® vosurcet'® 
. 
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can you answer 


to these three 
questions? 


if so, take a 


BORG 


at 
_Industry & Power 
because... 


innaeiscaamla 


serves this-field— 
al this field= 


and this field 
£8 Es 


1 & P and only 1 & P can give you the efficiency of 
planned selectivity — concentrated on one natural 
market — at ove existing level of industry. That's the 
level of the Executives and Engineers responsible for 
Engineered Plant Services. 


ENGINEERED 
PLANT SERVICES 


HERE'S HOW | & P DOES IT: 
1. Selected Field. Our ficld —the Engineered Plant 


Services — covers the basic engineered services and fa 
cilities required before production can take place — and 
necessary for the continuance of production 


That includes: Providing or generaung, transmitting, con 
trolling, applying and maintaining of POWER, STEAM 
MECHANICAL DRIVES, HEAT, ELECTRICITY, AIR 
WATER and other engineered services in and for all 
ireas of the industrial establishmcse as required for pro 
duction and operation. This includes Lubrication, Piping 
Systems, Industrial Waste Disposal Corrosion Control 























me 


Electrical Systems, Industrial Heat, Coal and Bulk Han- 
dling, Dust and Fume Control and other related services 
of an engineering nature 


2. Selected Circulation. To make sure your advertis- 
ing reaches plants important to you, we select each plant 
on the basis of its high usage of Engineered Plant Services 
No single yardstick for seleczion is used; a combination of 
ratings are considered such as boiler horsepower, number 
of motors, pumps and compressors — and employees — 
by types of industry. (Circulation is CCA audited and 


verified. ) 


3. Selected Readership. Next, we select individuals 
in these qualified plants on the basis of their actual job 
functions. We mail I & P by name to reach the men di- 
rectly responsible for Engineered Plant Services 


4. Selected Editorial. We select each editorial article 
for its value and interest to our pre-determined reader 
wudience. This has resulted in such outstanding editorial 
achievements as the “American Cyanamid Story,” the 
Packaged Steam Generator” report, the analysis of “In- 
dustrial Waste Treatment” and others 


5. Selected Advertisers. To give our readers the 
complete information they want and to exclude irrelevant 
material, we solicit advertising concerned only with prod- 
ucts used for Engineered Plant Services. Advertisers agree 
this results in top-notch interest 


6. Proof That Selectivity Pays. Increasing reader 
response is one proof that selectivity builds strength — 
with readers and for advertisers. For example, during June 











and July we received a total of more than 800 persone 
letters from readers requesting tear sheets and reprints 

editorial articles they wanted. That's about 3 times ¢ 
reader response compared to the same period last yea 
A truly astonishing response — and strong proof that 1 & 
is read — and read thoroughly ! 


7. Advertisers Like Selectivity, Too! Our Septen® 
ber issue contains 104 Revenue Pages of advertising . % 
an increase of 24 pages or 30°7 over the 80 pages of Sep 
tember last year! These continuing high gains attest to the 
growing acceptance of the soundness of | & P's publishing 
plan and operations , 


PLAN NOW TO SCHEDULE 

INDUSTRY AND POWER FOR ‘52 

You'll get effective coverage — and thorough coverage 

in the plants that are important to you across all America 
industry. Youll reach 38,618 individuals in 31,450 
lected industrial plant units . . . at the vital level of E 
neered Plant Services 

When you schedule | & P, your judgment will be backe 
up with top-quality editorial, readership, circulation and 
coverage 


INDUSTRY & POWER 


ESTABLISHED 1920 


420 Main St., St. Joseph, Michigan 


For Executives and Engineers Responsible for 
Engineered Plant Services 














iron, 51%, 
nickel, 14% 


conclusion 


copper, 3°, cobalt, 24%, 
and aluminum, 8°. The 
“Industry depends for 

permanent magnetic 

magnetic 


protection on 


separators. Permanent 


separators depend on Alnico metal. 


Alnico cobalt, 
nickel, aluminum, copper, iron.” 


metal depends on 
The presentation was prepared in 
four days and rushed to Washington, 
where NPA officials not only granted 
a priority but cited Eriez as the first 
company to make an organized pres- 
entation for an industry, setting forth 
its requirements for materials. The 
case histories collected provided a 
backlog for sales and advertising 
The presentation was prepared by 
the company’s agency, John Mather 
Lupton Co., New York. 





Dow booklet steers media man 


straight, saves ad man’s time 


To help eliminate wasted time in 
interviews with media representa- 
tives, Dow Chemical Co., Midland, 
Mich., has printed a ten-page booklet 
explaining in some detail the com- 
pany’s complex marketing operation 
and pertinent sales problems 
- -When a media man calls, the re- 
ceptionist hands him a copy to scan 
while he waits. This helps to make 
sure that the new caller is familiar at 
least with Dow’s basic selling prob- 
lems and won't waste time asking 


elementary questions or sailing on 
wrong tacks in the conference 

The booklet, in file folder form, is 
entitled, “The Media Representa- 
tive’s Interview Guide.” It includes 
data on the company, products, mar- 
kets, sales methods and types of ad- 
vertising. The authors inserted every 
other help they could think of, in- 
cluding a list of advertising person- 
nel, and information about offic« 
hours, location of company parking 
facilities, transportation 
facilities available in town 
a diagram showing whereabouts of 


and hotel 


even 


men’s and women’s washrooms neat 
the reception room 


Chinese puzzles pull inquiries 
for electronic equipment 


A series of six Chinese puzzles, 
made of brass-plated wire, is being 
mailed monthly to 10,000 dealers and 
customers by Federated Purchaser, 
New York 
tronic equipment 

The puzzles are shaped to resem- 
ble electronic components, are fur- 
ther tied in with Federal with at- 
tached paper tags headed, “We'll 


help you unpuzzle your electronic 


manufacturer of elec- 


puzzles.” 

Advertising Manager Richard F 
Minnich said the give-aways are es- 
effective as attention-get- 
ters because they curiosity 
and are entertaining not only to the 
recipient but to the co-workers he 
usually shows the puzzle to. And the 
components 


pecially 
excite 


tie-in with electronic 
and Federal is a natural 





The company has recvived hun- 
dreds of phone calls, letters and per- 
sonal inquiries about solution of the 
puzzles, one of which is mailed to the 
list each month. Many of the in- 
quiries were converted to sales. 

A spot check of three stores and 
two district sales offices revealed 
that some 270 customers have men- 
tioned the puzzles in correspondence 
to date. Telephone calls from cus- 
tomers have accounted for another 
959 mentions. 

In addition, 845 prospects and cus- 
tomers came into stores and display 
rooms and asked for puzzles . . pre- 
senting excellent on-the-spot sales 
opportunities 

One district office reported that 
the puzzle campaign had created 
seven contacts which later 
turned into new accounts. A store 
manager said, “Puzzles definitely at- 
tract customers to our stores 


new 








Events move fast in the Chemical Process Industries 

where this week’s news determines next week’s decisions. 

And CHEMICAL WEEK, 

providing swift coverage of news vital to management, 

is timed to the pace of this magical, 

fast-moving field. 

Its brisk style and informative reports 

have won ready acceptance among chemical businessmen everywhere. 
In America’s richest market 


... it’s management’s own magazine. 


Top-level approval is essential 
to sales of equipment and supplies 
but management influence is hardest to cultivate. 
That's why advertising in CHEMICAL WEEK 
makes your selling more effective 
... it creates a preference among key chemical! businessmen. 
And today, with some equipment and materials in short supply, 
advertising in CHEMICAL WEEK maintains markets 
. by keeping management men sold. 


MANAGEMENT MEN ARE TALKING ABOUT...2 


ARC + ABP 


A McGRAW-HILL PUBLICATION, McGRAW-HILL BUILDING, NEW YORK 36, NEW YORK 
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employe communications 


public relations 


Meetings, 
personal touch 
are key to this 
employe plan 


@ INDUSTRIAL MANAGEMENT is begin 
ning to see that the great speeche 
and the tons 


b 


about free enterprise 
of persuasive literature, cannot 
themselves bring management and 
employe harmoniously together. Most 
managements are coming to realice 
that, in addition to these forces, sin- 
cere, person-to-person communica- 
tion is needed 

One company that appears to have 
known this all along is Kimberly, 


Clark Corp. Neenah, Wis., largest 





by Robert Newcomb 


and Marg Sammons 


manufacturer of cellulose wadding 
and converted products and of pub- 
and book 


operates six 


lication-type magazine 
paper. The company 
mills in the U.S. and two in Canada, 
employs 9,000 persons and sells all 
over the country 

Kimberly-Clark is adept in human 
relations. The reason more people 
don’t know about it is because the 





Industry's relations with 
Employes /Stockholders 
Distributors / Suppliers 


Neighbors 





corporation for years has been more 
concerned with the practical, day-to- 
day functioning of its industrial re- 
lations than with any public acclaim 
of it. But the corporation gives as 
much time and attention to its per- 
sonal programs as it does to its mills 
and equipment. 

You find a lot of stimulating fea- 
tures in the personnel program. It is 








What is a market-specialized catalog? 


Analyzing your markets, you find that buyers of your 
company’s products fall into groups — each group be- 
ing distinguished from the others either by the products 
it buys from you, or by the use it makes of these 
products, or both. 


A market-specialized catalog is a unit of organized 
product information prepared especially for the needs 
of each such buying group. It is not an advertisement, 
nor is it necessarily a “complete enumeration cf items”. 
It is designed for the prospective customer who wants 
basic information on the application of your products 
to his kind of business, enough to tell him if you have 
what he is looking for, and to start him on the next 
buying step — for example, inviting your sales repre- 
sentative to call or writing for more detailed technical 
data. 


Probably you now apply the principle of market spe- 
cialization to your business-paper advertisements and 
to your personal selling. You can get real advantages 
by applying it also to your catalogs. 


What advantages have market-specialized 
catalogs? 


1. Market-specialized catalogs describe only products 
in which the prospect is interested. 


You do not waste good money to send anyone information on 


products he cannot buy 


. Market-specialized catalogs interpret your products 
in terms of the prospect's special requirements. 


Therefore, they create and sustain a higher degree of interest 


in your products and pron.octe more selling opportunities 


. Market-specialized catalogs are economical 
You can produce and distribute them to ai] important prospects 
at minimum cost. As soon as they become obsolete, you can 


replace them quickly and cheuply 


Sweet's Catalog Service 


market-specialized 


CATALOG SERVICES 
for the PLANT EQUIPMENT MARKET 


Have market-specialized catalogs proved 


their value? 


The best evidence of the superiority of this type of 
catalog is found in its increasing use in all fields of 
industrial marketing. Many marketing men have dis- } 
covered that the alleged institutional value of the } 
general catalog is based largely on tradition and habit. ; 
Even those who continue to spend large sums for } 
periodic revision and issuance of general catalogs | 
(mainly for dealers and distributors) have found it? 
advantageous to furnish various groups of potential 
customers with catalogs prepared exclusively for their 
needs. 


It would be impossible to say how many companies 
issue market-specialized catalogs today. However, the 
identity of some 1,300 such concerns is definitely’ 
known. These are clients of Sweet's Catalog Service | 
for whom Sweet's designs, produces and distributes » 
millions of copies each year. (In 1951, over thirty-eight ; 
million. ) 


in what fields are Sweet's services available? 


Sweet's market-specialized catalog services are avail- 
able to manufacturers whose pioducts are marketed 

nationally in the construction or manufacturing fields 

as follows: 


CONSTRUCTION 


1. general building market 
2. industricl construction market 
3. light construction market 


MANUFACTURING 
4. original equipment market 
*5. plant equipment market 
6. machine tool market 


Described herein. Detailed information on Sweet's services in other 
markets available in separate folders 








The plant equipment market 


This market is comprised mainly of manufacturing 
establishments of all kinds. As in other markets, the 
bulk of buying power is concentrated in relatively few 
plants. This is roughly indicated by the latest available 
industrial employment figures: 


% of total 


plants employing no. of plants % of plants employed 





2500 or more $04 0.2 17.8 
1000 to 2499 1.431 ).€ 15.0 
to 999 2.729 LJ 13.1 
5,555 4 13.5 

14,323 

24,542 

18,672 

197.667 


240,38 


Thus we see that about 10 per cent of the total number 
of plants employ 75 per cent of all the people employed 
in manufacturing establishments. These plants repre 
sent the highest potential buying power for general 
plant equipment and for structural and maintenance 
materials and equipment in common use throughout 
the manufacturing industries. 


Purchases of this kind are influenced to a greater 
extent by plant engineering men than by any other 
group. Plant engineering men buy materials and equip- 
ment for 


= 


ighting 

heating and air c 
refrigeration 
communication 
sanitation 


material handling 


instrumentation and control nditioning 


ubrication 

power generation 

power application 

plant construction and main 2. safety 

tenance 
Plant engineering men are “generalists”, with plant- 
wide responsibilities. Their interests bear broadly on 
plant operation and maintenance and overlie the inter- 
ests of depc:tmental specialists. They take an outstand- 
ingly important part in all purchases which concern 
Bervices to production 
The title plant engineer is only one of several which 
designate the individuals concerned with plant engi- 
neering. In some plants, this function is vested in the 
tchiet engineer — in others the mechanical engineer 
The plant engineer has been called “the man with a 
dozen titles and the world’s longest shopping list”. Here 
are some typical items 


mechanical equipment 


electrical equipment 
materials 
ract 


structural equipment 





pliant utility equipment 


water 


service equipment 
special services 


In order to match available products against his spe- 
cific requirements and to select those on which to make 
further inquiry, the plant engineering man is in con- 
stant need of catalogs containing adequate and well- 
organized information. The manufacturers who make 
it possible for him to get such information quickly, and 
with the least effort, have the best chance of making 
personal sales contact, and a sale. 


Sweet's catalog services are designed to help manu- 
facturers’ catalogs function in this way, thus to bring 
active buyers and sellers together, in the shortest time, 
and at lowest cost. 


Sweet's Catalog Service 


Sweet's is an organization of catalog specialists. Here, 
one hundred and seventy people, working in coordi- 
nated departments, stand ready to give you expert 
assistance in any part of your catalog work or, if you 
wish, to handle your entire catalog operation. 


Sweet's services fall into three categories: 

1. catalog design (content and format) 

2. catalog production (mechanical work and printing) 

3. catalog distribution (individual or pre-filed) 

Note: the term pre-filed designates the procedure by which manu 
facturers’ catalogs are distributed in bound, indexed collections (files 
catalogs 

These services are available, either singly or in any 
combination desired. 


three types of contract 

For clients’ convenience, Sweet's services may be 
ordered in any of three ways. One type of contract is 
for those who wish their catalogs to be distributed 
individually. The other two offer combined services to 
those who prefer pre-filed catalog distribution. 


. Custom contract —- covering any or all of Sweet's services, except- 


ing prefiled distribution, at quoted charge 


. PYO (Print-Your-Own) contract — covering specified catalog design 
and pre-filed distribution services, at fixed charge. Does not include 
production services 


. complete service contract covering specified design, production 
md pre filed distribution services, at fixed charge 


catalog design services 

Sweet's design department, staffed by 63 consultants, 
technical copy writers, draftsmen and artists, offers 
every facility for the design of market-specialized cata- 
logs, from the blank paper stage to the completed 
dummy, ready for printer. Clients may order catalog 
design services, as their needs require. Clients whose 
catalogs are to be distributed in pre-filed form by 
Sweet's are entitled to design service at no extra 
charge. 








There is no set form for a market-specialized catalog, 
either as to content or number of pages. Each catalog 
presents an individual problem in selection and organi- 
zation of subject matter. One such catalog may carry 
adequate information in eight pages. Another may 
require forty-eight. 


Your individual requirements, whatever they may be, 
receive individual treatment by experienced people, 
specially trained for this work. 


catalog production services 


Because of the great number of manufacturers’ catalogs 
handled, Sweet's can offer the economies of quantity 
production with no sacrifice of quality. Sweet's will 
take complete charge, if desired, of the execution of 
orders for drawings, photographs, engravings, com- 
position, plates, printing and binding. 


production procedure under various contracts 


Custom contract — production services on catalogs in- 
tended for individual distribution are ordered as desired 
at individually quoted charge. 


PYO ( Print-Your-Own ) contract—production is handled 
by client and printed catalogs are delivered to Sweet's 
for pre-filed distribution. 


Complete service contract — Sweet's supplies type com- 
position, printing and binding for pre-filed distribution. 
Client supplies other production services or may order 
them from Sweet's at prevailing rates. Individually 
bound copies of pre-filed catalogs also may be ordered 
at moderate cost. 


catalog distribution services 


Sweet's services are available for either of two types 
of catalog distribution — individual or pre-filed. Al- 
though each type offers the same market coverage, the 
pre-filed method has the advantage of keeping catalogs 
on hand at the receiving end, thus enabling clients to 
control the performance of their catalogs after they 
arrive in prospects’ offices. 


individual distribution to the plant equipment market 
Clients of Sweet's who wish to distribute their catalogs 
individually may either purchase the distribution list 
compiled by Sweet's or use Sweet's mailing facilities 
to send their catalogs to the people whose names 
appear in the list. 


pre-filed distribution to the plant equipment market 


Under this system, clients’ catalogs are distributed to 
qualified prospects permanently bound and indexed in 
Plant Engineering File. In other words, the catalogs are 
filed before they are distributed. This simple reversal 
of procedure insures the accessibility of catalogs in 
prospective buyers’ offices at all times. 


dictrihuti hedul 


Plant Engineering File 





Number 


Classification of Plants 





800 
10: 
? 


“Following the initial distribution of Plant Engineering 
File to selected offices at the time of issuance, addi- 
tional files are to be forwarded throughout the ensuing 
year to newly qualified offices representing important 
new buying power. These offices are identified in most 
cases with new building projects, each of which is the 
occasion for large purchases of materials and equip- 
ment of many kinds. Sweet's Catalog Service has 
unusual facilities for their prompt location. 


As a division of F. W. Dodge Corporation, Sweet's has 
access to the thousands of detailed project reports 
(Dodge Reports) turned in daily by a force of over 
900 construction news gatherers. By tapping this in- 
formation at its source, Sweet's is enabled to check up 
on previous coverage and, when important new buying 
factors appear, to place clients’ catalogs immediately 
in their hands. Thus, the distribution of manufacturers’ 
catalogs by Sweet's is a continuous operation which 
assures coverage of the active market. 


Printed distribution lists are supplied to clients whose 
catalogs are distributed in pre-filed form in Plant 
Engineering File. 


filing — Catalogs distributed in Plant Engineering File 
are filed in sections according to products or uses of 
products —as goods are arranged in a department 
store — to facilitate finding, comparison and selection. 
Within each section, catalogs are filed alphabetically 
by clients’ names. 


indexing — Each client's catalog is indexed under (1) 
company name, (2) products or services described or 
illustrated and (3) trade names. So whatever the pros- 
pective buyer's line of approach, he will be guided at 
once to the catalogs that will give him the buying 
information he needs. 





Service charges 
PLANT EQUIPMENT MARKET 


The charges quoted below apply to catalogs printed in PYO (Print-Your-Own) service charges include catalog 
design services and distribution of 30,000 copies to the 


black plus one extra color throughout. Charges for 
plant equipment market via Plant Engineering File. 


catalogs of other color specifications, on request. 

(P)reprint charges include production of 5,000 extra 
Complete service charges include catalog design, pro- copies, individually bound, of client's catalog handled 
duction and distribution of 30,000 copies to the plant under complete service order. Charges for other quanti- 


equipment market via Plant Engineering File ties, on request. 


Catalog Sizes Complete Service PYO Service 5,000 (P)reprints 


Number of pages Total Per Copy Per Copy Total Per Copy 


including covers (approx.) (approx.) (approx.) 





072 046 .039 
110 
151 


19] 











Note: Above charges apply to single catalogs distributed via Plant Engineering File only. 
Combination charges. applicable when client's service order covers two or more catalogs or 


pre-filed distribution also in other markets served by Sweet's. result in sub ial ec 





Sweet’s Catalog Service ©® Division of F. W. Dodge Corporation 


Main Office 
New York 18-119 West 40 St. + LOngacre 3-0700 


Boston 16 31 St. James Avenue HAncock 6-0700 Detroit 26 548 Free Press Building WOodward 1-2745 
Buffalo 2 70 Niagara Street Cleveland 8200 Los Angeles 17 1709 West 8th Street DUnkirk 8-1076 
Chicago 54 700 Merchandise Mart Whitehall 4-4400 Philadelphia 7 = 1321 Arch Street LOcust 7-4326 
Cincinnati 2 American Building GArfield 2800 Pittsburgh 19 411 Seventh Avenue ATlantic 1-8220 
Cleveland 15 1422 Euclid Avenue CHerry 1-7256 St. Louis 1 721 Olive Street CHestnut 7388 








Employe, public relations 





based clearly on the conviction that 
nobody can talk to corporation em- 
ployes half so well as members of 
the corporation themselves. It is based 
on the belief that the supervisor is 
the key man of good communication: 
that he needs training and encourage- 
ment and confidence. 

The program provides for a friend- 
ly, wholesome indoctrination for the 
newcomer, and it includes an almost 
with the “life 
member.” The life member is a pen- 


continuous contact 
sioner, but the term was dropped by 
the company some time ago as an in- 
adequate expression of the relation- 
ship. In few other companies will you 
find such warm relationship between 
present and past employes 

Formal training is a regular, year- 
in, year-out feature of the corpora- 
Some 
courses are aimed at job training and 
of Others 
geared to improve the quality of su- 
Still built to 
strengthen management at all levels 


tion’s personnel program 


upgrading abilities are 


pervisors others are 
But the supervisor is the key man 
Here the 
company teaches its supervisors 
1 Good 
on information, not propaganda 
the 


inter- 


are four principles that 


communication is based 


2. Every supervisor has re- 


of 


preting management policy to people, 


sponsibility learning and 
both in the mill and outside 

3. The supervisor is the first line of 
communication. Let’s concede that 
managers and superintendents don’t 
get close enough to the people often 
the nature of their work prevents it 
That's one thing that makes the em- 
ploye’s immediate supervisor the ke: 
man 

4. The 
forced to buy 
In other words, the idea of in- 


be 
He must be eager to 


supervisor must not 
buy 
terpreting a company to employes, 
and of reflecting employe attitude 
back to management, must be sin- 
cerely approved by the supervisor. If 
he approves it, he works at it 

How does the first-line supervisor 
function as a communicator? Apart 
from his mill contacts, he does it in 
other fruitful wavs. The company’s 
program for first-line supervisors is 
built on the princivle that the super- 


Ackerman .. n 


Pullman editor looks before leap, 
pioneers in layout and type 


® IN WORLD war II, industrial editors 
pulled a heavy oar. They may have *o 
again . . to prométe high production, 
high morale and war bond purchases 

To prepare for the crises not only 
of the present but also of the future 
industrial editors have turned to 
Paul Ackerman, who edits “The Car- 
builder” for employes of Pullman- 
Standard Car Mfg. Co., Chicago. Last 
year he headed a management coop- 
for the Interna- 


eration committee 


visor should meet with those he su- 
the company 
informative 


pervises and present 


story in an interesting, 
and relaxed way. For some time top 
management representatives have 
had meetings with staff men, mill su- 
perintendents and foremen. Two 
years ago a logical projection of this 
program began on a pilot-plan basis 
Supervisors and foremen undertook 
a program of carrying this same story 
to their crews in a series of monthly 
dinner meetings 

In this program the supervisor has 
been supplied with an informal text, 
which tells the company history and 
industrial background, products and 
consumers, method of operation, fi- 
nancial structure, policies and pro- 
grams. Fringe benefits form a part 
of the program. As mentioned, these 
various points have already been 
fully explained to supervisors, who 
are thus equipped to answer ques- 
tions. If the question is out of the su- 
pervisor’s range, he'll relay it to the 


tional Council of Industrial Editors, 
and under his direction, management 
groups throughout the country were 
introduced to a persuasive slide film 
called “Speaking for Management.” 

The film reminded management 
that its investment in employe pub- 
lications was large, that it had been 
made over a period of many years, 
and that the medium could do a big- 
ger and better job for management 
in the years ahead. The film helped 
throw new light on the employe pub- 
lication for many chiefs of communi- 
cation throughout the country, busy 
with advertising and public relations 
and industrial relations. 

Mr. Ackerman’s own publication 
was launched in 1940. Its groundwork 
was laid by plan, not by accident. 
Specimen issues were brought out, 
for test purposes only, just to see 
whether the editors could provide the 
sort of material readers wanted .o 
have. They could and they did, but it 
took many months to work out the 
kinks, and many helpful suggestions 
from both management and employes 
Ackerman was one of the pioneers of 
modern layout and readable type in 
employe papers. Many industrial edi- 
been influenced by his 


tors have 


work 


right place. Since some supervisors 
might tend to make confusing state- 
ments, they are all urged to follow 
the outline. Visual used 
plentifully. One, for example, lists the 
four basic principles of the mill’s op- 
eration. A second, a large colored 
chart, shows the company’s over-all 


aids are 


history 

These are necessarily only high- 
lights of a communications program 
built around supervision. Those in 
charge of this continuing program are 
quick to acknowledge the bugs in it 
and point out (with a directness and 
humility that is refreshing in the field 
of communication) that good results 
are often hard to measure. Such a 
program, a spokesman remarks, takes 
a lot of time and work. He feels 
and his corporation feels . . that such 
programs pay off but that they are 
like safety: you've got to keep ever- 
lastingly at it. He adds that the first 
essential is management support 
“if management won't get behind the 
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Because Industrial and Engineering Chemistry 
is the foundation upon which the 
Chemical and Process Industries are built... 
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I & EC’s audience offers you 





the greatest concentration 


of buying power in the chemical world 








Its quantity and quality of workmaterial give advertisers the proper 
balance of circulation among chemists and engineers with all titles 


and in all functions. 


FUNCTIONS a TITLES 
Chemists and Officials 

Engineers in a“ Works Executives 
these industries Supervisors 
Engineers 
Research Directors 
functions Chemists 

per title. \ Consultants 


Management 
Production 
Design 


, 9 
average 2.4 
Research 8 


Deveiopment 


To sell the Chemical and Process Industries ALL titles and functions 


must be sold. 


To sell ALL titles and functions, I & EC delivers the most concentrated 


coverage among buyers and specifiers. 


INDUS RING 


The Workmagazine of the Chemical and Process Industries 








An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 18, N. Y. 


CHICAGO + CLEVELAND © SAN FRANCISCO © LOS ANGELES © SEATTLE © DALLAS 
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volume 


in business papers 


September volume 9.5 (in pages) over 1950 


1951 1950 page change %e change 


Grand total 


Year-to-date polume 7.0 (in pages) over 1950 


1951 | 1950 __page change °e change 


Grand total 254.480 


pa 
Industrial group 1951 1350 Industrial group 
Chemical Week 
Civil Engineering 
< 


al Engineerin 
v oal Age 
an Aviation (bi ‘oal Mining 
in Brewer Commercial Car Journal 
in Builder 5 Construction Digest (bi-w 
an City Constructioneer (bi-w 
in Dyestuff Reporter : Construction Equipment 
im Machinist (bi-v § ) Construction Methods & 
an Printer Equipment 
1 Cher V ’ Construction News Monthly 
Constructor 
Contractors & Engineers 
Monthly (9%4x14) 


Design News 
Diesel Progress (9x12 
Distribution Age 

Drilling 

Drug & Cosmetic Industry 


Electric Light & Power 

Electrical Construction 
Maintenance 

Electrical Engineering 

Electrical South 

Electrical West 

& Milk Electrical World (w 

rnal Electronics 

Engineering & Mining 
Journal 

Engineering News-Record 


(w 


ransportat 
ne-Propane New 


xf 


Industry 
& Engineering 
Excavating Engineer 
nical Engineering 
al Processing Factory Management 
Maintenance 
Finish 
Fire Engineering 
Fleet Owner 
Food Engineering 
Food Packer 
Food Processing 
Foundry 





Includes a special issue Gas 
*Includes classified advertising Gas Age (bi-w 
Estimated 
Heating & Ventilating 
Does not include advertising ir Heating. Piping & A\jir 


Western sec yn Conditioning 
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September ties August record 
in race for higher volume 


® ADVERTISING VOLUME of 258 business 
papers reporting to INDUSTRIAL MAR- 
KETING increased 9.5% in September 
over the corresponding period last 
year 

The gain equalled the August in- 
crease of 9.5%, which was a record 
for the year. Volume for the year to 
date showed a 7% increase over the 
previous year, as compared with a 
6.8 year-to-date increase in 
August 

For the second consecutive month, 
all five classifications of publications 
boosted volume. The 154 industrial 
papers increased volume 1,989 pages, 
or 11.1%. Among trade papers, 52 
publications reported a 342-page, or 
5.5%, gain. In the class group, 28 
publications increased volume 209 
pages, or 7.5°%. Among export pub- 
lications, 17 showed a gain of 54 
pages, or 4.5 Seven product news 
publications chalked up a gain of 281 


pages, or 12.4° 





Industrial group 


Ice Cream Keview 

Industrial & Engineering 
Chemistry 

Industrial Finishing (4'»x¢ 

Industry & Power 

Inland Printer 

Interiors 

Iron Age (w 


Lumberman 


Machine & Tool Blue Book 
(4' 9x6!) 

Machine 

Machinery 

Magazine of Building 

Manufacturers Record 

Marine Engineering & 
Shipping Review 

Mass Transportation 

Materials & Methods 

Mechanical Engineering 

Mechanization 

Metal Finishing 

Metal Progress 

Milk Dealer 

Mill & Factory 

Mining Engineerine 

Modern Machine Shop 
(4'5x6'5) 

Modern Metals 

Modern Packaging 

Modern Plastics 

Modern Railroads 


National Petroleum News (w 
National Provisiener (w 
National Safety News 


Oi & Ges Journal (w 
Organic Finishing 


Pacific Builder & Engineer 
Packagine Parade (9%%x12 
Paper Industry 

Paper Mill News (w 

Paper Trade Journal 
Petroleum Engineer 
Petroleum Processing 
Petroleum Refiner 

Pit & Quarry 





. = 


makes 


a 


management 


man 


wealthy and wise 


If you asked businessmen all over the country to name 
their favorite U.S. newspaper, chances are most of 


them would say The New York Times. 


This is not only because The Times prints more news 
than any other newspaper... nor because New York is 
everybody's biggest market. It goes deep into a repu- 
. lifeblood of the 


executives who must know the facts, face the future, 


make 


tation for accuracy and reliability . 


decisions ...and be right most of the time 


Sit vourself down with the Sunday Times, for instance 

is 1,100,000 like you do once a week. Each and 
every section has its part and purpose in this unrivalled 
news service none more significant than the REVIEW 


OF THE WEEK 


Here is a unique news review, a tightly-edited fast- 
reading summary of everything newsworthy that’s 
happened within the past 144 hours, minus only the 


dozen it takes to lock up the type roll it through the 


presses, put it on your doorstep. But more than mere 
summary, too... background that helps you under- 
stand the meaning of the news, interpretation that 
helps you evaluate the news produced by the big- 
gest-of-all newspaper staff of reporters and corre- 
spondents strategically posted throughout the world 

all adding up to the most comprehensive and objec- 


tive news review published. 


6 PM Saturday to 6 AM Sunday—late to bed, early to 
rise .. . tightest closing of all newsweeklies ...“fresh as 
the front page” of America’s busiest newspaper. Any 
wonder management men are far wealthier and wiser 
for reading it? 

This 


WEEK a potent advertising medium when one manage- 


in essence, is what makes the review or THE 


ment man wants to sell another a machine, a service, a 
plant site, an idea...anything else business eats up 


ind thrives upon. What have you for sale? 


The New Fork Times. 


THE NEWS of TH 


Review of 


WEEK IN REVIEW 


the Week 


the newsreview you get every Sunday exclusively with The New York Times 















































How much has metalworking 


grown in the past ten years? 


Going into 1940 there were 28,000 metalworking 
plants in the U. S. Today there are more than 
56,000. Physical output has increased 104% in 
the same period 


If you sell to metalworking—your sales potential is 
at least twice as big today as it was 10 years ago. 
Metalworking is still on the rise. It is running well 


over 80 billion dollars a year in output and is on the 
way tothe 120 billion dollar mark by 1960. That means 
a potential for you half again as large as it is today 


To keep ahead of competition in such a fast growing 
market you may have to lift your sights to the bigger 
target. This calls for increased emphasis on the 
metalworking industry to fully capitalize on the 
opportunity ahead. 


Sf i (3 (3 as The Weekly Magazine of Metalworking 
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How well has metalworking 
media matched this growth? 


Ten years ago there were 26 publications listed by 
Standard Rate and Data in the metalworking field. 
These papers had a total circulation of 305,668 
or an average of 11,757. 


Today there are 44 publications listed in the metal- 
working field with a total circulation of 718,554 or 
an average of 16,330. That's an increase of about 
45% in average total circulation. 


Throughout the past 10 years only one publication 
accurately matched its distribution to the industry 
growth and buying power. The one publication to 
accomplish this is STEEL. While the industry grew 
104% STEEL matched this with 116% increase 
in circulation. 


That is real controlled circulation in action. Ask the 
man from STEEL to tell you more about STEEL’s 
matched coverage. 


Lf uf [3 3 UL Penton Building, Cleveland 13, Ohio 
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lnaustrial group 


Plant Engineering 
Plating 
Power 
Power Engineering 
Practical Builder 
Printing Magazine 
Product Engineering 
Production Engineering & 
Management 
Products Finishing 4 
Progressive ture 
Purchasing 


Architec 


Foods & 
Plant 


Quick Frozen 
the Locker 


Railway Age (w 
Railway Engineering & 
Maintenance 
Railway Mechanical & 
Electrical Engineer 
Railway Purchases 
Railway Signaling & 
Communications 
Roads & Streets 
Rock Products 


& Stores 


Southern Lumber Journa 

Southern Lumberman 

Southern Power & Industry 

Steel (w 

Supervision 

relephone Engineer 
semi-mo 

Telephony (w 

Textile Industries 

Textile World 

Timberman 

Tooling & Production (5x7's 

Tool Engineer 

Traffic World (w 


Utilization 


Wastes Engineering 
Water & Sewage Works 
Water Works Engineering 
Welding Engineer 
Western Canner & Packer 
Western Construction 
Western Industry 
Wood Worker 
Woodworking 
4'5 x6!) 
World Oil 8°246 
World Petroleun 74 


Digest 


Total 19.932 


Product news group 


Volume figures for 
ation publi 
inits Ipprox 3 
x10 pages 


product news 


Electrical Equipment 
Industrial Equipment New 
Industrial Maintenance 
New Equinoment Digest 
Plastics World 

Product Design & 
Develor ent 

insporta 


Trade group 


c dition 

on News 
nerican Artisan 
nerican Druggist 
nerican Lumberma 
Building Products 
Merchandiser (bi-w 


Boot & Shoe Recorder 


sen 


Building Supply New 


Store Age 
nistration 
Combination 
Druggist Editions 
General Merchandise 
Variety Store Editior 
wery Editions 


Editior 


nt Store Economist 


17,943 


pages 
1951 1950 


infor 
tions are reported in 1/9 page 
ax4a*, not in standard 


Trade group 
Domestic Engineering 


Electrical 
Electrical 
9x12 
Electrical 
Farm Equipment 
Farm Impiement 

semi-mo 
Florists’ Review (w 
Fueloil & Oil Heat 


Dealer 
Merchandising 


Wholesaling 
Retailing 
News 


Geyer's Topics 
Glass Digest 
Hardware Age (bi-w 
Hatchery & Feed 
Eastern Edition 
Centrai-Western Edition 
Hosiery & Underwear Keview 
Hosiery Industry Weekiy 
Hosiery Merchandising 


Implement & Tractor (bi-w 
Implement Record 
Industrial Distribution 
Jewelers’ Circular-Keystone 
& Shoes (w 
cnandising 
spenser 


Leather 
Lingerie me 
St 


Motor 

Motor Age 

Motor Service (4'4x6's) 

NJ (National Jeweler 
(5'gx7%) 

National Bottlers’ Gazette 


Office Appliances 
Photographic Trade News 
Plumbing & Heating Business 
Plumbing & Heating Journal 
Plumbing & Heating 
Wholesaler 
Poultry Supply Dealer 
Progressive Grocer (4'4x7'« 


Sheet Metal Worker 
Southern Automotive Journal 
Southern Hardware 
Sporting Goods Dealer 
Sports Age 
Super Market Merchandising 
Variety Merchandiser 
(4°—x6°s 
Wood Construction & 
Building Materialist 


Total 


Class group 


Advertising Age (w 
1054x114 

American Funeral Director 

American Hairdresser 

American Restaurant 


Banking (7x10-3/16 
Billboard (w 
Chain Store Age 
Fountain Restaurant 
Combinations 
Cleaning & Laundry 


1034x15%.4 


World 


Dental Survey 


Fountain Service 


Hospital Management 

Hotel Manavement 

Hotel Monthly 

Hete!l World-Review 
(9' 4x14 


ial Marketing 
€ nerican 
Association (WwW 


irnal 
Medical 


Laundry Age 


Medical Economics (4'4x6%% 

Modern Beauty Shop 

Modern Medicine 
4',x6", 


semi-mo.) 


Schools 


pa 
1951 


242 
"61 
40 
83 


90 


292 


es 
1950 


Class group 
Restaurant Management 


Scholastic Coach 
School & College Management 
(94gx11%4) 
School Executive 
School Equipment News 
What's New in Home 
Economics 


Total 


Export group 


American Automobile 
(overseas edition 
American Exporter 
2 editions) 
American Exporter 
(2 editions) 
Automovil Americano 


Industrial 


Caminos y Calles 
Farmaceutico 


Hacienda (2 editions) 
El] Hospital 


Ingenieria Internacional 
Gonskrese ion 

Ingenieria Internacional 
Industria 


McGraw-Hill Digest 
Petroleo Interamericano 
Pharmacy International 


Revista Aerea 
Latinoamericana 
Revista Rotaria 


Spenish Oral Hygiene 
(4-5/16x7-3/16) 
Textiles Panamericanos 


Total 


pa 
19S: 


es 
1950 





Includes a special 
“Includes classified 
Estimated 

*Four issues 

Five issues 


issue 
advertising 


Effective in September, Hatchery 
will consist of two editions, an 
edition, and a Central-Western 
7x10 units, sold as pages 

Note 


The above figures must 


& Feed 
castern 
edition 


not be 


quoted or reproduced without permission 





United States Steel Corp. . 


Chemical & Engineering News . 














Going Nature 


The coconut tree does an excellent job of packaging. So does Amer- 
ica’s packaging industry, which provides materials and containers for 
crating and packaging the products of commerce. And, going Nature 
one better, packaging manufacturers know how to sell their products. 
They do it with a minimum of cost by using the pages of Business Week. 


Minimum cost because: Business Week is read by a highly concen- 
trated audience of Management-men, executives of business and in- 
dustry who make or influence buying decisions. Advertisers who sell to 
business and industry reach more buyers per advertising dollar in- 


vested in Business Week. 


That's why Business Week regularly carries more packaging advertis- 
ing than any other general business or news magazine . . . less waste 


circulation, and— 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT-MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 18, N. Y. 


One Better 


These Packaging Advertisers 
Regularly Reach New Markets, 
Reduce Sales Costs, by 
Consistent Advertising in Business Week 


Acme Steel Co 

Action Bag & Envelope Co., 
Inc 

American Can Co. 

Angier Corp 

Central Paper Co 

Chicago Rawhide 
Manufacturing Co 

Container Corp. of America 

Continental Can Co., Inc 

Crown Cork & Seal Co., Inc 
Crown Cen Co 

Dearborn Chemical Co 

Fort Wayne Corrugated 
Paper Co 


Gaylord Container Corp 

General Box Co 

Glas-Kraft, Inc 

Hinde and Dauch Paper Co. 

Kimberly-Clark Corp 

Minnesota Mining & 
Manufacturing Co 

Paterson Parchment Paper Co. 

Reynolds Metals Co 

Shellmar Products Corp 


Signode Steel Strapping 
Co 


Trostel, Albert & Sons, Inc 


Van Leer Metal Products Co., Inc 


A McGRAW-HILL PUBLICATION 











BULMER * THE ILLUSTRIOUS TYPE 


\ SERIES I ® With just a little lilt of the eyebrow and a tiny ult of the serif. 


Bulmer conveys something of the emiment dignity of the late 
1700's. Yet ut appears warm and friendly, old but modern, 
mal iltogether its character ts one of grace, good color and 
easy readability. Bulmer was created to meet an early demand 
for sharper, cleaner letters, and you can retain the designer's 
every charming detail by printing ATF foundry Bulmer 
( ompatible with 1 score ol other faces In roman and italic, 
6 to 48 point, right off your Branch’s shelves. There's a type 


face for everybody, and Bulmer ts for you. Print foundry type! 


Branches in Principal Cities \ QS?) AMERICAN TYPE FOUNDERS 


200 Elmora Avenue, Elizabeth B. New Jersey 





What teachers want from industry 


® open wipe the doors of your fac- 
tories and offices for student tours 
Produce more movies, film strips and 
slides. Show the student how he can 
find a career in your industry or 
company. Slow down on prize essay 
contests 

This is the advice offered by 4,228 
educators who took part in a nation- 
wide study to find out how indus- 
try can best cooperate with educa- 
tion. Booklets, pamphlets and peri- 
but too often 
such material is not useable. Main 


odicals also rate high 


weaknesses are that it is written to 
the wrong reading level it carries 
too much advertising . . it is biased . . 
it offers no clear distinction between 
facts, opinions, and assumptions 
and it is downright uninteresting to 
the young reader. 

Your printed material or film will 
have a good chance of being used if 
it deals with these subjects 

1. What 


everyday life 


industry contributes to 


2. What kinds of jobs are made 
possible by industry. 

3. How the economics of the in- 
dustry works 

4. What the social implications of 
the industry are 

5. What the history of the indus- 
try shows 

6. What the industry labor rela- 
tions involve 

7. What 


improvements and 


research, technological 
inventions are 
accomplishing. 

Your books and pamphlets should 
carry plenty of pictures, sketches, 
charts and tables. You should in- 
clude questions on content to per- 
mit the student to test himself. . 
and you should tell where and how 
the student can get more informa- 
tion on your industry or your com- 
pany’s products and activities just 


in case he wants to dig into the sub- 
ject a little deeper. 


Occupational guidance . . School 
administrators say that the most 
valuable service that industry can 
offer is help in occupational guid- 
ance programs. Industry should of- 
fer opportunities for industrial ex- 
through work 
study programs, and earn-learn pro- 
grams. Industry should also conduct 
community surveys to show what 
exist 


perience summer 


occupational opportunities 
Pamphlets and brochures should be 
published, giving accurate descrip- 
tions of the types of occupations and 
training available. 


More films . . Teachers want more 
films . . 69% want more movies 
58° want more film strips . . and 
34° want more slides. 

But the teachers also say that 
many films are not suited to school 
needs. Too often, films do too much 
entertaining and advertising, and 
not enough educating. Many films 
are too long for the class period, and 
films attempt to 


some cover too 


many different topics 


Field trips . . Educators, 
without exception, were enthusiastic 
about field trips. But they feel that 
the practice is far too limited. They 
consider the school excursion valu- 
able because it gives them an excel- 


almost 


lent opportunity to relate classroom 
learning to real life. 

However, many field trips leave 
students with vague and general im- 
pressions of industry. More needs 
to be done to organize and develop 
plant tours that will b> both inter- 
esting and educational 
ing and bewildering. 

And, unfortunately, some schools 


not confus- 


find it difficult to arrange for trans- 
portation to and from factories. Also, 
there is the cold fact that some com- 
panies do not welcome school visits. 


Talk with teachers first .. If you 
decide to prepare material for school 
use, don’t rush into it hog-wild, 
spend hundreds or thousands of dol- 
lars .. and then offer it to educators 
with a proud, “Here it is, you luckky 
people.” More than likely, what 
you've enthusiastically spent much 
time and money on, won't be useable. 

Instead, call in the educators first. 
They can give you valuable tips on 
how to prepare and organize your 
material to make it most effective 
for school use. They have spent years 
in the teaching profession. You 
haven’t. Why not take advantage of 
their experience? 

A feeling of frustration or resent- 
ment at what they may regard as pa- 
ternalism is often developed when 
educators are presented with pro- 
grams in which they have had no 
voice. 

Many school systems are creating 
committees or departments to ap- 
praise materials before approving 
them for use. The trend is to more 
careful scrutiny and selective 
screening. This is another 
why it is wise to consult with edu- 
cators before going into production 
on your printed material or film. If 
they participate in the planning, it’s 
almost a sure thing that they'll OK 
it for use in their system 


reason 


Publicizing your material. . After 
you have prepared your printed ma- 
terial or film, how do you promote 
its use on a local and national basis? 
There are seven ways. Teachers re- 
port that they industry 
sponsored teaching materials from, 


ntinued on page 153 
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Take a Sales 


Don't start a sales interview by asking the 
buyer, ‘What do you people manufacture 
here, anyway?’ The salesman should pre 

: pare himself for a call by securing suffi 
ing on th ndere« ncou cient knowledge of the buyer's require- 
age visits tlesmen wh nspirec ments of materials and equipment to 
with the mrtegrit } ompar : determine what items in his line may be of 
quality of their produc real desir interest and value to the potential cus 


to render service to th istomer on a tomer, thus saving time for the purchasing 
mutual and equitable basis.” savs R. Mi went and for himself as well,” savs E. I 


Schrader, General Manager of Purchases, Holrod, Purchasing Agent, Niagara Ma 
Continental Can Company, Inc., N. Y chine & Tool Works, Buffalo, N. Y. 


On the whole, the many salesmen who 
visit me at my office are as ple asant and 
courteous a group as you would find any 
where in the business world. I wonder if 
they realize how much persons like my 
self appreciate such courtesy. | am par- 
ticularly grateful to the many salesmen 
who check with me before they call—a 
small thing, to be sure, but one that makes 
it easier for me to plan my day,” says 
William C. Cooke, Purchasing Agent, The 
Cleveland Cap Screw Co., Cleveland, O 


P.A.s like these mean business to your company — 
and they read PURCHASING magazine 


Purchasing today 1s a highly organized company function headed by 


the P. A. 


the man who acts as coordinator and adviser for all plant 
buying activities. It is the P. A. who makes the final decision on what 


company, among acceptable sources, will get the order. 


o 
What's this mean to you? Just this: it’s good advertising as well as 


good selling to make sure the P. A. knows about your company’s 


\.’s own maga- 


produc ts. And 1 proved way to do this is to use the P. 
zine, PURCHASING—a basic magazine on any 
industrial advertising sch 


y dule! PURCHASING, 
$2nd Street, New York 17, N. Y. 


205 I 


industrial 


VA basic 


magazine on any 


advertising 


When you think of 
selling...think of 
PURCHASING 


@ ow 


PURCHASING 


4 


schedulé! 








copy chasers 
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Everything’s big in chemical 


processing .. except advertising 


® SEE THAT MAN over there in the 
white coat? No, he’s not coming to 
take you away, he’s what we call a 
chemist. Watch him carefully. 

He’s been cooking up some strange 
stuff in that fantastic mess of beak- 
ers and retorts and test tubes over 
there. What’s that? You figure him 
for a screwball? Something you only 
see in the movies? Stop kidding. 

Chances are all he has in that test 
tube is the first penicillin, or Vitamin 
B12, or synthetic rubber, or a new 
cousin to nylon, or a new anti-knock 
fuel, or 

Anyway, right now, whatever he 
has, you can’t afford it. Chances are 
it costs about a million dollars a 


pound. But look again there's an- 


} 
7 1 || a 
per = 


eo 


from 
Arizone 
te 
arebice 
——~ 


wee i 


°DriGooler 


The Morley Compeny, tne. 


other man taking it away from him, 
probably a research man . . he’s going 
to produce it in a kind of junior fac- 
tory .. what’s usually called a “pilot 
plant.” And already the price has 
started to come down. Maybe a thou- 
sand dollars a pound now. 

Those around that big 
tank? They’re chemical 
The research man has just told them 
that all the bugs are out, and they 
can shoot the works for full scale 


fellows 
engineers. 


commercial production. In fact, 
they’re so steamed up, they're going 
plant just to 

stuff. And 


when they do, before you can say 


to build a brand new 
make this mysterious 
“hocus pocus,” the price will be down 
to about a buck twenty-nine a pound. 


crane i 
a 
i 


an ism feature 
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as inserted 





There, in five short paragraphs is 
a capsule of America’s fastest mov- 
ing market, the chemical process in- 
dustries. Fortune said somewhere 
the other day that the tycoon is dead, 
and maybe so, but the driving spirit 
of enterprise that made him a symbol 
certainly lives on in this amazing 
group of industries. 

Here, in fact, built by its own in- 
spiration and ingenuity, a $50 mil- 
lion market place. Here, no penny- 
pinchers, but big-minded men, ready 
to back their ideas and dreams with 
dollars over $5 billion this year 
(on good authority) for new plant, 
equipment, materials 

Yes, everything big about this 
market . . until you look at most of 
the advertising addressed to it! 

Well, see for yourself 


Bad Ads Aren't Born . . Somebody 
makes ’em. Here’s a nice fat process 
field publication. Let’s perambulate 
through it together, playing favor- 
ites. We won't ask you to try to act 
like a chemical engineer . . in fact, 
we won't try either. Who knows but 
himself, how he acts. How do we 
know what he’d say when he turned 
a 

“From Arizona to Arabia, it’s a 
DriCooler world?” Actually, when 
you read all the copy (which our en- 
gineer might not have done), it 
doesn’t tell you where, nor does it 
tell you who. Seems like the Marley 
Co., which owns this ad, could have 
so easily and obviously said . . . “The 
Blink-Blink Co. in Budapest, Jim 
& Jones in Jamaica,” and so on. Mat- 
ter of fact, if you want to be down- 
right touchy, Marley didn’t even tell 
us who in Arizona or Arabia use its 
dri-cooler. We've been gypped! 

A. W. Cash Co. isn’t satisfied with 
one headline, it gives you three to 
fight through before you even get a 
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Only one magazine... Architectural Record 
to serve the architects and engineers 

who control 85% of today’s 

dynamic building market! 





that’s why... 


You can reach more architects and engineers 
in Architectural Record than in any other 
technical magazine and do it at the lowest 


cost per page per thousand 


Architectural Record delivers sure coverage of 
over 83% of all architect-engineer-designed 


building activity 





3 
4 


“Le Ce 





Architectural Record is the preferred publica- 
tion in 33 out of 36 reader preference studies 
among architects and engineers sponsored by 
advertisers and their agencies 


More advertisers place more pages of advertis- 
ing in Architectural Record than in any other 
magazine serving architects and engineers. 


SE 
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me 


IS specifically edited 


F.W. DODGE 


Architecturat Record 


"Rh orkbook of the active 


architect and engineer™ 


119 West Fortieth Street 
New York 18,N.Y 
LOngacre 3-0700 


? 


Primary School, Deerfield, Ll., first 
presented to architects and engineers in 


Architectural Record. 


Architect-engineers: Perkins & Will, Chicago; 
Photographer: Hedrich-Blessing Studio. 





hint of what it’s all about. What does 
this mean to you: “Discharged from 
active duty?” Or this: “When the 
1000 valve goes on the job?” Or this 
These troublemakers are through?’ 

Now, if you're still with us, and 
you'll look at that little cartoon, you'll 
find characters labelled, “Spoilage, 
Maintenance, Failures,” etc. That's a 
long way to ask the reader to go to 
get him into an ad. Once his toe is 
in the water, there’s a good quote 
from a customer. In fact if it was our 
reducing valve and our dough, we'd 
be tempted to throw everything out 
and start the ad here. And we'd in- 
clude the twelve owner benefits now 
at the bottom of the page in about 8 
pt only bigger 

Now Swenson Evaporator Co. has 
two pages here in color that appear 
to have plenty of meat in them, 
How 


hav been 


crystallization procedures 


improved by Swenson 


That 


just dull enough to be devastating 


process engineering.’ sounds 
to some engineer, but we're only 
suessing 

Point is, the equipment diagram 
and cooling curve graph seem pur- 
poseful, as do the list of materials 
and organic chemicals handled, and 
ertain parts of the text. For in- 
stance, “There are no hard-to-clean 
heat transfer surfaces to become foul- 
ed and no scrapers are required to 
prevent bu ld-up of crystals.” Too 
bad the layout is so confusing 

Here’s De Separator Co 


saying in a color page, “It must be 


Laval 


continuous to be profitable the 
smooth cut of a power saw.” Read 
the first sentence of the main text, 
Continuous is a pay-off word in 
processing, too.” 

Here's the basis of our beef why 
drag in power saws? What's so much 
more interesting about a power saw 
as against DeLaval’s product (a cen- 
trifugal)? Are chemical engineers 
more intrigued by saws”? 
Doesn’ 


unless the 


power 
t it seem sensible to you that 
copywriter can find an 
awfully apt simile, metaphor or anal- 
uty, he’s better off treating the prod- 
uct perfectly straight? 

All we can say about this Louis 
Allis Co. motor ad is that folks must 
be kinda weary by now of trite stuff 
such as “Proven performance, com- 
pactness, high efficiency, long life.” 
How many motor ads have you seen 


that said these same tired words‘ 


Sometimes a writer can cheat the 
reader and himself by blocking off 
readership with an advertising bro- 
mide masquerading as a headline 
For instance, maybe Baker Perkins 
has something worth reading in this 
color page, but who'd ever get a 
chance to find out after first spotting 
this, “There's a Baker Perkins ma- 
chine for every centrifuge job?” Or 
its first cousin, bought and paid for 
by Aldrich Pump Co 


Aldri« h Pump to meet your chemical 


“There's an 


pumping need? 
While we're at it, we might just as 
well include Walworth “Walworth 


bronze valves . . built to give depend- 


; 


iv MUST BE . 4 
, ail 
, Li dl 4 


LA& 


‘ 


TO BE PROFITABLE 





able trouble-free service on all 
And also cast 


Corning Glass 


recommended jobs.” 
some asparagus at 
Works for its 
Pipe ‘can take it.’” And one more . . 
“Nash com- 


Pyrex brand Glass 
Nash Engineering Co., 
pressors are built for long life and 
constant performance.” 

Of course, if there’s anything worse 
than a bromide, it’s just a plain un- 
qualified boast. This one’s a blooper 

“You can’t install a better valve 
than a Powell Valve there IS no 
better!” 

Then, again, some headlines start 
out like the public speaker who puts 
with poly-syllabled 


you to sleep 


There's an ALDRICH Pump to meet 


your chemical pumping nee — 


Pume company | 








IMPORTANT 
ANNOUNCEMENT* 


+ The publishers of FLOW Magazine soon will 
make an announcement which will be of great- 
est im portance to every manufacturer market- 
ing and merchandising material handling 
equipment. No advertising plans for 1952 for 
selling material handling equipment should be 
made until you know the full details of this 
revolutionary new concept for reaching this 


vast market. 


Our representatives will get around with the 
complete story as fast as possible, but for 
those making early plans, write at once and 


we will arrange an immediate presentation. 


1240 ONTARIO STREET * CLEVELAND 13, OHIO 


A Division of Industrial Publishing Company 
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KEY MEN OF CHEMICAL PROCESSING One of «4 series 


Meet 
Mr. J. A. SCHENCK 


Production Matntenan 
lant 


Chief 
Kentucky Avenue « 
Eli Lilly and Company 


Indianapolis, Indiana 


oe 
| go through my copy of CHEMICAL PROCESSING thoroughly, 


paying particular attention to new processes and techniques, espe 


cially those used in manufacturing pharmaceuticals 


“| have investigated several items which appeared in this magazine 


ind the majority of them were of real use 
My copies are kept on file, available to anyone in the production 


departments. "’ 


J. A. SCHENCK, Chief 
Production Maintenance 
Kentucky Avenue Plant 
Eli Lilly and Company 


Indianapolis, Indiana 


Published by PUTMAN PIL BLISHING, CO. 
tit East Delaware Place, Chicago 11! 


Creators of PUTMAN-STYLE Magazines 

Read by the key men who +o CER, UR eeieial, “hand-gtihed” a> 
culation; square, high-visibility formot, quality 

readership; hence more READER ACTION 


direct chemical processing operations 





KEY MEN OF FOOD PROCESSING « Ome af a serie 


Meet 
Dr. ARTHUR N. PRATER 


Technical Director 
Gentry, Incorporated 


Los Angeles, California 


“ee 
l read FOOD PROCESSING because | feel my time is repaid in 


getting up-to-date information on processing developments. 


‘I like the general makeup of the magazine, the advertisements and 


short articles. The section on Food News and Interpretations is most 


informative, and the readers’ check-off sheet 1s a convenient way of 


sending for trade literature.” 


(ith, 4 boole 


Dr. ARTHUR N. PRATER 
Technical Director 
Gentry, Incorporated 


Los Angeles, California 


Published by PUTMAN PUBLISHING CO. 
111 East Delaware Place, Chicago 11 


Creators of PUTMAN-STYLE Magezines 
. terse, vital editorial; “hend-picked” cir- Read by the key men u ho 


culation; squore, high-visibility format; quolity . 
readership; hence more READER ACTION direct food processing operations 
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mouthfuls of the obvious. This Sterl- 
ing Electric Motor page is like that. . 
“Power Modernization for in- 
creased industrial efficiency requires 
correct production speed.” 

Finally, there’s the long stretch to 
the other extreme, reaching out fur- 
ther than you have to in attempting 
a stopper headline. The York Corp 
says, “It takes a lot of cold chills 
to drape a lady with a log.” Which 
may be terrific, except that it seems 
to us York has something so interest- 
ing to talk about it has no need to be 
tricky. It’s all here, too, right in the 
first two paragraphs of the text 


Glamor v. gloom .. This glamo: 
boy business has the gloomy gal ads 
You'll find page after page of clumsy, 

ywded, dull 


the chemical 


unimaginative ads in 
Why 


hould this be? Why especi lly, ina 


publications 


dramatic and 
achievements? Why should 


» more imaginative than 


field famous for its 


Foundation study 
jut even if it shows a 
idership for such rou- 
it proves to us is that 
neers are suc h a zeal- 
read almost anything 


if that really were 


would need any ad- 
in the first place? 

iy that advertis- 

is just about ten years 

the rapid growth of the 


And 


trangely enough that goes not only 


al process industries 
for a majority of the equipment ad- 
s but seems to include some 
of the chemical 


vertiser 


people themselves 


when advertising their wares for 
sale within their own market 

The best Pittsburgh Plate Glass 
Co. can say for its subsidiary, for in- 
de pendable 
The best Niaga- 


ra Alkali Co. can say for 


stance, is “Columbia a 
name in chemicals.’ 


itself is 


bi sn on hl 


FLAKICE RIBBONS COST LESS 
COOL QUICKER — SAVE TIME 


The bag adverces come from YORK 


Refrineration and Air Conditioning 


ee 


Quality and service.” This is 
what chemical people were saying 
10, 20, 30 years ago. What’s been go- 
ing on since then? 

We could go on and on like this, 
but there’s no sense to it. The cause? 
Obviously it’s either the talent or the 
system or both. How many times 
more difficult is it to create a new 
synthetic than to write a bang-up 
ad? Here's a golden opportunity for 
a bright agency or a burning writer 
Go out and get yourself a client in 


this field and make some sparks fly! 


Let's find some sunshine . . From 
here in, let’s flip past the pages with 
the dull stuff and try to find some 
bright spots. Happily, in a field so 
busy with advertising there are a 
number of people doing a fine job 

% And we can think of no better 
place to start than this Armstrong 
Cork Co. page which is simple and 
so, so sane in its appeal, “We have 
been asked: ‘What 
for an outdoor boiler?’” What's so 
good about that headline? First off, 
it lays it on the line. If you’re not in- 


s the best finish 


terested in finishes for an outdoor 
Next, it 


does not brag, “Armstrong gives you 


boiler, you turn the page 
the best finish, etc.” 

In a nice easy way it kind of opens 
up the subject for discussion for 
those folks who are interested. What 
ndustrial advertising can do more? 
But now to get the feel of the ad, read 


on 


WE HAVE 
BEEN ASKED: 


Whoever wrote this good copy ap- 
parently the belief 
that if there was only one man in 


wrote it with 
the audience interested in the sub- 
ject, then by golly he’d get the real 
An OK AS INSERTED to ROBERT 
KROLL, copywriter, Batten, Barton, 
Durstine & Osborn, New York 
Remember we were fussing about 


story 


some of the chemical companies’ own 
ads. Here’s one to cheer everybody 
up, in behalf of the Alumium Co 
of America and its Alcoa Chemicals 
“How dry do you want it?” asks the 
And 


headline then answers, “For 





Foundries employing 500 to 1000 


The most complete 


Foundry Coverage you 
can buy in Any 


Publication 


FOUNDRY reaches every foundry employing 
over 50... and 86% of all others. 


There is no other way to reach so many 
foundrymen in so many foundries—5,338 
of the 5,867 foundries in the U.S.A. and 
Canada. FOUNDRY’s outstanding coverage 
of this market is possible only because of the 
close contact maintained with foundrymen 


lf you haven‘t seen our new data file, 
“Sizing Up the Foundry Market”, write 
us or ask the FOUNDRY representative 
in your area 


Helping You Sell To Foundrymen 


— =a [00 —— 


Foundries employing 250 to 500 


Foundries employing 100 to 250 


Foundries employing 50 to 100 


Foundries employing 
20 to 50 


Foundries employing 
less than 20 


by the editors and research staff. Foundry- 
men have confidence in FOUNDRY! 


This mass, month-by-month coverage gives 
you an unrivalled opportunity to sell in 
this basic, mass-production market. Take 
advantage of it. 


Reeching every foundry employing over SO 
end 86% of off others 
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| What makes th 
Sonar a better listener? 


THIS STORY HAPPENED to be about meeting 
military demands. And about embedded circuit sub- 
inits in electronic equipment. The problem could 
have been the design and application of magnetic 
amplifiers speed control for electric drives 

protective controls for motors. Its end product might 
have been a magnetic reccrder, a test instrument, 


television camera or milk pasteurizer 


Hundreds of products like these are being re-designed 


today catching up with new ideas... using new 
materials and new components that are making this 
a period of extraordinarily swift progress. In every 


aspect of the designing job there’s urgent need for 








the continuing help and inspiration of the one mag- 
azine that covers all the new electromechanical en- 
gineering and design problems. 


This is precisely what ELECTRICAL MANUFACTURING 
does ... for the key designers and engineers in the 
9,000 plants that make 1,900 different types of 
electrically controlled and operated products. 


It sells them because it supplies the on-the-job 
not just about new meth- 
ods, but about the metals, materials and finishes, 


information they need ... 


the electrical and mechanical components they write 
directly into the specifications. 





WHAT...HOW...WHY ? 


TOUGH NEW Every issue of ELECTRICAL 


MANUFACTURING covers a wide 


MILITARY DEMANDS probleme, In the currest issue 


you'll find . . . 





Military men are marking the most advanced 
ieee 1 ee fiomyne “nt alekesil be: a aep cho ated AUTOMATIC CYCLE CONTROL 


Take the “ears” of the Navy... How syodtie teonneniater feeds 
i etecting devices Sona Sofar. signal into electronic d-c motor 
mea Ss seeing po of —* ars got ns for cam grinder headstock drive 





SILICONE RUBBER TAPE 


Property data on tape for 
heavy-duty motor insulation 
good for wide temperature range 





PLASTICS PARTS GO LARGER 


Case histories showing how 
— presses and new resins 
widen plastics applications 





METALLIC RECTIFIERS 


Impact of military demands 
for improved ormance of 
dry-disk recti 





INTEGRATED DESIGN 

' lage omechaniza/ 

is an L7/CCHOMEC/AN/CA/ PROBLEM How engineering changes were 

Je rary A ay = + al 
tions for new Schick 

electric shaver 


‘«..and many more 


Electrical 
Manufacturing 


THE GAGE PUBLISHING COMPANY i441 
1250 Sixth Avenue, New York 20,N. Y. 
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ertreme need Alcoa 


The killer-dill- 


illustration, a 


dryness you 
Act vated Alumina 
er here is the sun- 
whitened skull of a longhorn, leer- 
ing at you from the 


Text is 


desert sands 
well-handled, too. A 


professional job! 


real 


We mentioned some poor valve ads 
so now take a peek at a good one. 
Promot 


benefit 


ng a single but strong owner 


You can repack under 
full pressure it’s an excellent ef- 
fort by Chapman Valve Mfg. Co 
Hercules Powder Co. continues to 
be interesting and 
“Problem 


f 
ol 


helpful in its 
. result” series 
This 


chem stry sets the 


solution 


color spreads one, “Resin 


pace” is about 
aiding foundries to speed up the pro- 
duction of castings 
Dow Che mical Co 
straight fact 
“Facts 


are exactly 


writes itself a 


piece in two pages 
And facts 


what the reader gets 


about the glycols 


ple nty of ‘em from properties and 
specifications to the use of glycols as 


solvents, antifreeze agents, plasti- 
cizers, humectants, etc. No sir, at the 
proper place and time, the “Tell All” 
technique is still effective 

Coming up, another good valve ad 
with the benefits not buried but right 


“This Home- 


stead Vatve will always work it’s 


up big in the headline 


stickproof because it’s lever-seald 


Tied right on to the main illustration 


Alcoa Actwated* 


Numa 


Meoa ( hemicdls 


a—- 
w 


ABC” 


the “lever-seald” 


is a little box, “Simple as 
which shows how 
principle works. Signature on the ad, 
Homestead Valve Mfg. Co 

Floridin Co. turns up with a neatly 
handled headline 5 square miles 
. $1.00” in 
a two-column ad selling Florex Full- 
ers Earth 

Do it well 


product 


ot adsorptive surface for 


and nothing surpasses 
Granted it 
to find out- 


straight copy 


gets harder and harder 
standing examples 


*% Here’s one, for the 


Industrial 


amrirecere 
souvenrs 


womectamrs rcasreceress 


ormee wees 


Chapman 
List 960 


Fabrics Div. of Portland Woolen 


Mills. One page, black and white, all 
type except for some handlettering 


in fact, not even a spectacular 


headline. It “For filtering 


says, 
fumes, dust, smoke and some li- 
quids.” Then, getting bigger and big- 
ger, “a superior filter fabric .. FUME- 
ALL’ 


Virgin 


(smaller) a combination of 
Wool Dynel.” What 
makes this ad a winner is its heart, a 
double deck of text marked, “Com- 


and 


pare these features with your pres- 


ent filter cloth Here the reader 


| 


 . 
a superior filter fabrie- 


@ combination of Virgin Weel end DY oe 


Fe PRT) Mime tet fe ee ee etal ae Peeve 
ie ee ey rma: ber bee Now 
ee 
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IMPACT... 


Your advertising in American 
Aviation will be seen and read by 
55,000 important news-conscious 
men through the four big segments 
of this industry: Airline, manufac- 
turing, airport and government. 


Preferred by readers in independ- 
ent research surveys, American 
Aviation'’s advertising volume is 
up 15.4% during the first 8 months 
of 1951 alone—arecord of consist- 
ent advertising gains since 1948. 


merican 


* TI 
oe FAVIATION 
@ Washington, D. C. 








Here’s what you 
asked for... to make 
$250,000,000 

pay off. . . bigger 


This year, about a quarter of a billion dollars will 
be invested in business papers by companies with 


plenty to sell or nothing to sell NOW 


Why business papers? Because, regardless of your 
immediate sales situation, business papers get your 
story across to the selected group of people who 
influence the life of your product or service — today 
and tomorrow. And they are more direct and 
economical than any other media you can use 

and more resultful. 


Now there are more guides that take the guess-work 
that help make every dollar 
you invest in sound business papers bring the greatest 
possible returns. The Advertising Research 
Foundation’s studies of business paper readers give 
dependable measurements of who reads business 
papers, how, how much, and why. 


out of telling your story 


This penetrating research . . . sponsored by the 
Associated Business Publications and their ABC- 
audited, paid-circulation member papers . . . is your 
research . . . done the way you asked for it. . . 

to sharpen your techniques and help you with plans, 
copy, layout and selecting the right media. To put it 
to work, write for detailed reports on Automotive 
Industries, American Builder, American Machinist, 
and Chemical Engineering . . . and a showing of 
ABP’s film, “Research Looks at Business Paper 
Readership,” for your company, 

agency, ad group or club. 


In just about every field of business 
you'll find ABC papers are out in front 
in reader and advertiser preference. 


iook for these symbols when you build your list. 
More than $7,000,000 a year is paid for 
almost 2,000,000 subscriptions to 
the 115 ABC-audited publications 
that are members of ABP. 


How many readers do you get in 

. business papers? 
Open the ABC statement of a sound business 
paper. The circulation figure, ARF 
shows, is a close count not only of how many buy 


research 


it but how many read it 


What about position? 

* If you're growing grey fighting for position 
note that the second-best-read advertisement in 
One issue was on pages 253 and 254. M any a left- 
hand page outpulled a right. Position -an help— 
but can’t hold a candle to good ad quality 


"ee 
ae -ngee. | 


AAPVOM WET) 


7 What's the best copy pitch? 
* In a typical issue, the best-read ad and best-read 
editorial feature were on the same subject. Like 
a good article, make your ad tell how, why, 
what's new, how to save, how to use your 
product. It will get read 


Tue Associaten Business 


205 East 42nd Street, New York 17, N.Y 
MUrray Hii! 6-4980 





? How big should your ad be? Is color worth the cost? 
* Put it this way: 41 of the top 60 ads 


* Size can pay off: In 61 advertisements studied in 
7 spreads made the “first got the highest readership ratings 
color. The ARF studies give you the readership 
and a compari- 


those that 
were in 


one magazine, 5 out of 
20” group..But a small ad will get read if it’s 
record of scores of color ads . 


good. The ARF studies show you the readership 
son with black-and-white results. 


of hundreds of ads—by size 


6 Should copy be cut short? 
* Not if it has important help or information to 
give. Some long copy ads were much better read 
than short ones. From the readership ratings of 


actual ads, you can see just how much copy busi 
and what kind 


5 Do big pictures help? 

* Illustrations consistently outpulled all other ele- 
ments in attention value, mevery magazine studied 
But good copy ran a fairly close second. In the 
ARF studies, you can check picture performance 
—find out how to get stronger picture impact. ness paper readers will read 


more help from ABP 


BUSIN 
WITH ITS 23 tay webs moritAgty Do 


Q So the senders have buying powert t have you reag 
* Indeed they do: 77% of the readers of the four tell youn » «9 - ahs 
publications surveyed directly recommend or pa 'W tO write ates Printing of a 
influence purchases and, of these readers Per readers. PY that Succeeds Aw yeac = 
with buying power, 80°, generally specify the . Gvide bh.) USiNess 
make or brand His ‘<n Created by a var you're running j 
Zed ec ‘mo the 
for checking the fourth Printing aaron 
advance efecti a Popular fe 
whatever its objects of your advertising 


PUBLICATIONS owner sox 


The group of ABC- audited paid-circulation publications working 
cooperatively to improve further the service of business papers to their readers 


and to help advertisers use the business press more effectively 
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we steer! 
Oe SOUlnmT! 
uo SQUAT! 
NO SQUAWE! 


AMERICAN 


good reasons why 
an OK AS INSERTED to 
MACKIE CORNWALL, account 
Mac Wilkir S Cole & Web- 
come from the 

ss originally 
Manning 
talking 


\ ct for 
Maxwell & Moore We're 
ibout their dial thermometer ad 
No Stoop! No Squ nt! No Squat! No 
’ } Every 
This 


is bullse yed inside a circle 


Squau th American 


Dial Thermometers 
nometers with 
' 
very angle 
way Pangborn 
>» equipment items in 
ad, each with its 


head 


Sort of like a department store 
In fact, so like a de- 


partment store ad, that the prices are 


“omnibus” ad 


actually given! Why don’t more in- 


dustrial advertisers publish prices? 


stor oes’ 
mM the SOURCE 


‘Tell All” piece of 
Childers Mfz 


Co New low-cost jacketing cuts 


good 


Another 
copy this one for 
maintenance on insulated lines.” And 
helped 


copywriter 


tremendously, as even the 


best can be helped, by 
three superb photographs 

Electric 
job in its photo-reports on modern 
chemical This 


yne socks you right in the pocketbook 


General does a beautiful 


plant electrification 
with a big headline, “Chemical plant 
saves $40.000 a year in 
Five numbered pictures with tightly 


power costs!” 
written captions do the rest 


What makes news? . . Let a copy 


Chemical plant 
saves $40,000 a year 
in power costs! 


GENERAL @® ELECTRIC 


New Low-Cost 
Jocheting Cuts 
MRanteren ve on 


Insulated ones 


technique really start to click for one 
advertiser and pretty soon other ad- 
latch on. Then, fol- 
and before you know it the 


vertisers more 
lowers 
original technique has become pretty 
washed out. This happened with sing- 
ng commercials in radio, with ani- 
mated cartoons in television, with the 
picture-caption continuity in consu- 
mer copy. And here of all places in 
the chemical process field, it’s start- 
ing to happen with the news-format 
house organ kind of ad 

This all started in the 1930's when 
U.S. Industrial Chemicals, (which 
was then U.S. Industrial Alcohol Co.) 
was troubled with the problem that 





shout CHEMICAL ENGINEERING 


FIRST WITH MOST ADVERTISERS 
OF LIQUID, GAS AND AIR_HANDLING EQUIPMENT 


F | ASSOCIATE ZO YEARS in CHEMICAL PONT age 


ENGINEERING witu 4 pouBLE-DECADE OF 
| CONTINUED SALES GROWTH SAYS HLH. SHUGART, 


| vice-pres, AW. CASH CO.*natueatty we 
HAVE GREAT FAITH IN THE PUBLICATION 


CASH STANDARD pressure REDUCING 
VALVES WILL CONTINUE TO BE FEATURED IN 


CHEMICAL ENGINEERING... i1’s A 


DEPENDABLE AID FOR OUR SALES FORCE.” 
Pp— 


ZNe< 
ff AN OVERWHELMING 
FAVORITE _ cor 
ADVERTISING LIQUID, GAS 
AND AIR HANDLING EQuiP- | 
MENT. GO PAGES FOR 
C.E. IN 1950. MORE THAN 
DOUBLE THE TOTAL OF IT’S 
NEAREST COMPETITOR / 











OF WORKING DATA ON 
PROCESSING METHODS, 
MATERIALS AND 
EQUIPMENT IS PROVIDED 
BY C.E.10 KEY BUYERS 
AND SPECIFIERS IN 
THE CHEMICAL PROCESS 
INDUSTRIES 











\ CHEMICAL 
PROCESS 
INDUSTRIES 


SKYROCKETING PRODUCTION 
REVIEW AND REQUIRES MORE VALVES, 
FORECAST TELLS REGULATORS, PUMPS, 


WHY THE CFL IS EQUIPMENT OF ALL KINDS 
FA IN DEFENSE; FOR CONTROLLING AND 
HANDLING FLUIDS AND GASES 
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If you’re selling to the manufacturing industries. . . 


SELL THESE MEN AND 


THE PLANT OPERATING GROUP 


; }- ; 


CHIEF ENGINEER 
PLANT ENGINEER 


METHODS ENGINEER 


MAINTENANCE 
SUPERINTENDENT 


A McGRAW-HILL PUBLICATION, 





YOU'VE SOLD YOUR PRODUCT 


The industrial salesman is the most important 


and most expensive factor in a selling program. 


That's why he needs the help of industrial advertising 


>. VICE PRESIDENT 
& in charge of OPERATIONS 


FACTORY SUPERINTENDENT 


PRODUCTION CONTROL 
\ SUPERINTENDENT 


~ ay 
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Obviously . . . if the industrial salesman is to make most 
effective use of his productive ability, he cannot afford 
to devote his valuable time to the dozen and one 
chores which can be more economically done by other 
methods. 


But when properly executed advertising is performing 
its important functions consistently, the industrial sales- 
man can concentrate much more of his limited working 
time on the jobs he alone can do—and do best. 


In the case of the Plant Operating Group, advertising 
has an even greater job to do. For Plant Operating is 
numerically the largest group of management men in 
the manufacturing industries . . . and it is a rapidly 
growing group. 


Manufacturers of industrial equipment, tools, supplies, 
or services realize that their salesmen, with few excep- 
tions, must sell more men in the Plant Operating Group. 
They realize as well that industrial advertising is the 
cheapest way to contact these plant men. 


That's one of the reasons, of course, why advertisers 
invested more of their dollars in FACTORY in 1950 
than in any other monthly business magazine. Because 
FACTORY has more circulation and more readership 
among Plant Operating Men than any other industrial 
magazine published. 


A moGRaw PUBLICATION 
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Bomber of Arse ated Burnes: Publi strom 
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U.S.I. CHEMICAL NEWS 


Coatings Produced With 
Aruflint Are binning 
Many Specialty Uses 


has bothered many producers 


basic raw materials and chemicals 
when the composition of your prod- 
uct is to a chemical standard, and 
other elements such as prices, et 
are similar to your competition 
what do you talk about? 

Well, out of much discussion on 
forth “U.S.I 


that two-page in- 


this subject 
Chemical News” 


light blue stock that you've 


came 


sert on 
seen and read many times, and that 
has won more than one award in this 
department. Just to remind you of the 
sustained newsworthiness of this 


house organ (must be almost 20 


years old now), let’s read a few of 


the item heads together 


These are some of the little news 
“ns. Feature story tells all about 
Aroflint 


And in addition, a column 


many new uses tor 
‘oatings 
on the 
coded 
lists all U.S.I 
has grown considerably 
So be it, and continued credit to 


back pages offers a flock of 
literature. Signoff 
a list that 


technical 


produc ts 


U.S.I. and its agency and writers 
But then 
chemical 


find 


here alone in just one 


publication, what do we 


ORDERS POURING IN FOR THE NEW 
TAYLOR TRANSET CONTROL SYSTEM 


“Notes for Process Engineers 
C. H. Wheeler Mfg. Co 

Copper Alloy Bulletins” 
Bridgeport Brass Co 

‘GE Instrument News 
Electric 

‘Atlas Chemmunique” 
Powder Co 

“Armour Chemical Division News” 

Armour & Co 

“SW Pointers to Better Processing” 

Sprout-Waldron 


General 


Atlas 


GE Chemical Progress” Gen- 
eral Electric 


Turbo-Topics” 
Co 


Turbo-Mixer 


New Concept in Pneumatic 
Control is talk of Industry | 


N 


wtet) HOw TOU semerrt 


Tayler Instruments 


ACCURACY FIAST | 


3 





08 PRODUCT ates 
CANAMW'S ACETIC POLYMERS 
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“Alcoa Heat Exchanger News” 
Aluminum Co. of America 

“SK Engineering News” 
& Koerting Co 

How much news can a chemical 
engineer take? Isn’t there some point 
where the effectiveness of this news 


Schutte 


formula dries up? It is not our pur- 
pose to detail a criticism of each of the 
house organs listed, but only to re- 
mind each of their sponsors that they 
are not only competing against each 
other but against the news columns 
of the editors themselves. In the final 
counts 


Many a 


analysis it’s content that 


not formula or technique 





® 


STEEL PLANT EXPANSIONS 


INCREASED PRODUCTION 


why you 
Should use 





reqularly 


We don’t ask you to take our word for it — our state- 
ments are audited and verified. The circulation figures 
for Blast Furnace and Steel Plant are not arrived at by 
guess and by golly. As a member of the Audit Bureau 
of Circulations and the Associated Business Publica- 
tions, every copy of Blast Furnace and Steel Plant is 


subject to audit. 


BLAST FURNACE AND STEEL PLANT 


has considerably more paid circulation among the 
operating men in steel plants than any other audited 
publication. It is subscribed to by over 2400 steel 
companies and steel plant operating officials and 


engineers, who read it thorougkly each month. These 


subscribers represent over 90% of all steel plant 


officials with buying authority or influence. 


If your efforts to sell your product or services are 
directed to steel plant operations, these are reasons 
why Blast Furnace and Steel Plant can do a better job 


for you. 


BLAST FURNACE AND STEEL PLANT 


the engineering authority of the Steel Industry 


Published by 


STEEL PUBLICATIONS, INC. 
4 Smithfield Street, Pittsburgh, Pa. 
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Peop!« 


Want action 
on your problem? 


Is it more sales you're after. ..or 
continued good customer rvlations 
. . + Or a more thorough public 
understanding of your company’s 
current situation ? 


S. D. WARREN COMPANY 
offers you a practical solution 
Read ali about it in the October 20th 
Saturday Evening Post and 
the October 20th Business Week. 
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‘Miracle Drugs 


ant mane weer 


CPrOne s MammoTe wEw Mae 


equipped f ean air by AAF! 
quipp 


Pe ame ee eee 8 Oe SS ee 
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weak item sneaks in as “filler.” And 
some items worth major attention 
necessarily get buried 

As an example, look at the Taylor 
Instrument Companies spread. It’s 
news throughout, but it is two pages 
devoted to one piece of major news 
“orders pouring in for the new Tay- 
lor transet control system.” It's big 
and impressive and important 
and might easily be lost in a house 
organ. 

Or take American Cyanamid Co 
and its different approach based on a 
news formula “Life on the 
chemical newsfront Here, with 
fewer but bigger pictures and relat- 
ed captions the news becomes live- 
lier, the entire appeal and pace more 
exciting 

So before you start a news organ 
within the pages of anybody's mag- 


azine think twice! 


Smile when you say that. . Just 
in passing, don’t forget that chemical 
engineers, just like any other engi- 
neers, are human beings. Don’t b 
afraid, if humor fits your copy situa- 
tion, to use it. 

Esso Standard Oil does, invitingly, 
with well drawn light illustrations 
such as this seal juggling balls in 
“With Esso Solvents versatility is as- 
sured!” 

Barrett Division of Allied Chemi- 
cal & Dye Corp. does it, amusingly, 
in its series, “Where you get it... 


does make a difference” cartoon 





| 
ry by be a! 


THERE 1S ONLY OME COMPLETE UNE 
OF AIR CLEANING EQUIPMENT AAP) 


| 
| 
| 
! 
I 
l 
| 
! 
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character watching one TV set 
showing nothing but interference 
next shot, his face is practically in- 
side another set, nice clear image of 
beautiful babe. It’s all a good build- 
up for Barrett service 

General American Transportation 
does it, delightfully, in its “The care 
and nursing of tank cars” campaign 
(Boost-of-the-month, IM, June, p 
82.) 

Visking Corp. does it with its 
swami ad ‘For Sale! One (slight- 
ly used) Crystal Ball 


Boost-of-the-Month . . To Ameri- 
can Air Filter Co. and its agency, 
Griswold-Eshleman Co., Louisville, 
Ky., and writer, JAMES T. KELLY, ac- 
count executive, for this four page 
insert, “Upjohn’s Mammoth New 
Plant Equipped For Clean Air By 
AAF!” Good writing, good pictures, 
good printing and a sense of pro- 
portion that properly estimated this 
case as worth all-out effort 1.e., 


good advertising sense 


The Copy Chasers 





C. F. Myers . . sa 


W. S. Acuff, Jr. . . former regional 
r t, has been named industrial prod 
sales manager, building products divi 


Reynolds Metals C Louisville, Ky 


RESULT 
GETTER... 


7! 


WS : 
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Y rl nasal 
ieedion ales No Other Industrial 
Publication Gives You So Much .. For So Little! 


No tricks! No mirrors! No pretense! Our stock-in-trade is BIG 
circulation at low cost per thousand. Each month—80,000 Copies! 
50,226 PLANTS! Over 240,000 Readers! That's a hat-full of coverage, 
isn’t it? Head and shoulders above any other industrial magazine! 
What about quality? The quality of I.M. circulation lies in the results 
we continue to produce for our advertisers—again and again, year 
after year. That's because we reach key operating personnel—men 
who can say “yes”! And we reach more of these men in more plants 
than any other industrial magazine. 

FREE! Write for informative new 

Brochure, “FACTS ABOUT INDUSTRY'S 

MOST EFFECTIVE SALES TOOL!” 


THe LIFE oF INDUSTRY 





MEMBER OF EEA 


INDUSTRIAL MAINTENANCE 


3623-27 Filbert St., Philadelphia 4, Penna 
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Malue ut contest on May 31, 13,238 entries 
ent were received. Every entry blank in- 
Dewan cluded a space for ordering a Bon- 
ney catalog. More than 11,000 entries 
INDIVIDUAL requested catalogs . . quadrupling 
the number of catalog requests re- 
ceived previously in any one year 
Sales in the second quarter of 1950 


jumped 12% . . an increase influ- 
enced by Korean developments but 
unquestionably furthered by the 
promotion. One piece of iron-clad 


evidence of sales results was provid- 
ed by the consolation prize a $1 
credit certificate to every loser. The 
certificate was good for $1 on any 
$10 purchase of Bonney tools. Since 
1,100 certificates were redeemed, this 
meant that more than $11,000 in tool 
sales resulted from the offer. 

When the winners were an- 
nounced, local newspapers gave the 
story of the local winners . . and the 
local jobber and Bonney . . good 
play, including pictures and copy in 
the news sections. Unforeseen side- 
lights dramatized the winners and 
the newspaper publicity. For in- 
stance, the second place winner of 
$500 was a mechanic of modest 
means who had been making little 
progress toward saving a down pay- 
ment on a house so that he could 
move out of a small and inadequate 

AMERICAN FOUNDRYMAN apartment. The prize money did the 
d trick a slant that made good local 
way Be i the 
he Fe onney ys, ara ypeniane used the 
/ contest as “closing” ammunition in 
signing new jobbers, of whom 31 

were chalked up by year’s end 
But the real pay-off was in the 
general response from jobbers and 
jobber salesmen. The contest proved 





the most compelling, action-getting 
means of persuading salesmen that 
FOR DETAILED INFORMATION ON they could greatly increase tools 
sales with little added effort while 
85 INDUSTRIAL and TRADE MARKETS ae calling on accounts for parts and 
equipment orders 
Charlie Parrott, a jobber sales- 
SEE YOUR NEW man at McClung Brothers, Staunton, 
Va., wrote the company: 
1952 MARKET DATA & DIRECTORY NUMBER, | i Sit counine uo m 
’ dollar sales on Bonney tools for this 
past week (five days) and find that 


INDUSTRIAL MARKETING I have sold in these five work days a 


total of $1,020 worth of Bonney tools 














and given out 240 contest entry 
blanks. 

“This being my first letter to any 
of our many suppliers, you may rest 
assured that I have good reason for 
doing so for in my 13 years of job- 
ber selling I don’t believe that I 
can look on any one sales achieve- 
ment that has given me more person- 
al satisfaction; and especially at this 
particular time, when there aren't 
any G. I. tool deals in the making 
These were sales that came about as 
a result, directly, of your splendid 
tool contest Again, thanks many 
times for the spark that started the 
fire.” 

Among numerous other expres- 
sions of enthusiasm, many of them 
side comments in written requests 
for more entry blanks, was a typical 
one by Joe Mussatto, Jr., salesman 
for Lexington Auto Supply Co., 
Lexington, Mo., jobber 

“Congratulations on the mechanics 
jack pot contest It not only increas- 
ed the popularity of Bonney tools, 
but boosted the sales of us jobber 
salesmen.” 

These results and this documenta- 
tion of results from advertising and 
aies promotion won the 1951 second 
place F atman award of $500 for Ad- 
vertising Manager E. S. “Doc” Sen- 
senderfer and a citation for the com- 
pany’s agency, Beaumont, Heller & 
Sperling, of Reading, Pa 





New Britain's sales figure 
was just a figure of speech 


8 The New Britain-Gridley Machine 
division of the New Britain Machine 
Co. was the victim of an error of 
omission in a feature story published 
in the August issue of INDUSTRIAL 
MARKETING 

The story, covering New Britain’s 
winning entry in the Industrial Press 
competition for the best proof to 
management of the need for a spe- 
cific industrial advertising program, 
did not explain that figures used in 
discussing the company’s sales and 
and market picture were intentional- 
ly fictitious. 

Figures appearing in both the en- 
try and story were used only to il- 
lustrate certain approaches employ- 
ed. Actual statistics were not used 
for obvious reasons. 


THESE WILL HELP YOU 


gases 
ete ; 


Plumbing & 
largest lists 


Stretches 


Your 


Advertising 


Dollars 


Your promotion money always 
goes further when it’s used to 
buy space advertising in PLU MB- 
ING & HEATING BUSINESS. 

One big reason is that PHB is 
the largest-circulation magazine 
among all the audited papers 
in the field, has the lowest unit 
rates, and has highest proved 


readership. 


But PHB services stretch adver- 
tising money even further (see 
booklet shown above, and type 
column at left). 

Try PHB in 1952—for quick 
results, sure; but also to build 
a sound foundation for a per- 
manent market. : 


eting ally = 


Bidg., New York 17, N. Y. 


October i951 / 107 





or een WHERE IT COUNTS . . . FOR VOC, 


(t 


TEXTILE INDUSTRIES gives you 
15,465 actual MILL circulation 


Recognizing this, TEXTILE INDUSTRIES reaches 
these otherwise inaccessible men with Directed 
Distribution. For doing the job right, the Directed 
copies required amount to less than 10% of T. I.’s 
big mill total. 

This combination of the two types of circula- 
tion offers advertisers industry-wide coverage of 
unusual strength. If your company is not already 
advertising in T. 1. join with other leading textile 
advertisers at once with a full schedule. 


‘THIS STRONG CIRCULATION coverage of U.S. textile 
manufacturing is the product of a unique plan not 
available through any other textile magazine. 

This plan—a combination of a big Net Paid 
and Directed Distribution—carries your advertis- 
ing into every worthwhile mill in the U. S. as no 
other textile publication can. 

It is acknowledged that complete coverage of 
textile mills through paid circulation alone is im- 
possible. The very nature of the industry prohibits 
it. Yet advertisers know from experience that it is 
the men in the mills who initiate most purchases. 

The restriction of callers by gatemen, guards EVERY T. |. EDITOR IS 
and receptionists plus the policies of some com- AN EXPERIENCED TEXTILE ENGINEER 
panies often prevent circulation salesmen from Each is a graduate of prominent textile 


engineering institutions. More import- 


reaching certain key executives and department | ant, each has a practical background of 
actual teatile mill experience. Their 


heads who ordinarily would subscribe. wide and friendly contacts throughout 


the nationwide industry secures for T.I. 
USE T. |. TO COVER ALL BRANCHES 


exclusive feature material not offered 
OF THE TEXTILE MANUFACTURING INDUSTRY 


other publications. 

Each month TEXTILE INDUSTRIES 
covers important developments in opening, 
picking, carding, spinning, twisting, wind- 
ing, throwing, weaving, braiding, knitting, 
dyeing, bleaching and finishing of Wool, 
Cotton, Synthetics and Silk. T.1. is Amer- 
ica’s authoritative publication on textile 
mill management and production 











Textile Industries 


806 Peachtree Street, N. E., Atlente 5, Ge. 


108 / industrial Marketing 





Chapter activities 
of the Na 
Advertisers Association 


tional Industrial 


a 
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Release new ad budget study 


Method of deciding expenditure 
detailed in case-history report 


detailed 


your ad- 


A concrete, 
preparing 
vertising budget is described in copy 
and charts in the third case-history 


® NEW YORK 


procedure for 


report by the budget survey commit- 
tee of the National Industrial Adver- 
tisers Association 

The committee, headed by W. H 
Collins, director of advertising, Dravo 
Corp., Pittsburgh, announced in the 
introduction that the company on 
which the study is based is of limited 
size with a relatively small budget 
In keeping with past policy of the 
committee, the company is not 


named 


The committee's first two reports 
(IM, March, 1950) were of large 
companies. 

The procedure outlined is based 
primarily on (1)! getting company 
sales statistics, (2) gathering author- 
itative estimates of the company’s 
market potential and (3) detailing 
the proposed program of advertising 
support. Procedure briefly is this: 

To get statistics on your company’s 
sales in past years, you can get help 
from the head bookkeeper, order 
clerk, finance officer and sales man- 
ager if you approach them right. 
Once you have the figures for back 
years, you will have no trouble 
keeping them current. 

To organize the figures, prepare a 
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National headquarters ° 
John F. Apsey. Jr.. president 
Biaine G. Wiley. execu 


776 Broadway, New York 


itive secretary 


card for each of your products by 
sales territories (or geographical 
units) and by dollar sales to con- 
suming industries within those ter- 
The cards are now your 
source material. From them 
you can develop tables of 
statistics for detecting sales trends by 
product, industry and territory (Ta- 
bles A, Al, B, B1). 

For example, by arranging the 
cards by sales territory groups, you 
can prepare tables reflecting the 
yearly trend of sales by products 
within each territory (Table Al) 
Red circle any product where sales 
are slumping. Heavier promotion for 
that product may be needed. The 
same treatment goes for weak terri- 
tories that get the red circle. 

Next step is to establish market 
potentials for each product by sales 
districts. For this, you make use of 
government bureaus, trade associa- 
tions and any other reliable source 
you can get your hands on. This will 
give you a line on your share of 
available business as compared with 
your competitor’s share. 

You are ready for final analysis 
Begin by using your basic data cards 
to draw up a tally sheet. This should 
include four horizontal panels run- 
ning across a wide page and headed: 
(1) general trend, (2) 1951 vs. 1952, 
(3) sales objective and (4) adver- 
tising proposal for 1952. Appropriate 
figures and comments for each of 
these topics should be listed in ad- 
jacent vertical columns for each sales 
territory. 

The committee says: 

“You are now loaded for bear 
Gather up all your papers . . the 
worksheet and statistical tables . 
and go see your sales manager. Talk 
continued on page 112 


ritories. 
basic 
sales 
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tion’s business paper readership 
studies, and another asserted, “If 
readers didn’t read ads, we wouldn't 
be in business.” 

Which has the advantage, Audit 
Bureau of Circulation books or Con- 
trolled Circulation Audit books? 

ABC editors gave the edge to ABC 
books and CCA editors gave it to 
CCA, naturally. But all agreed that 
audited papers have an advantage 


over non-audited papers 


Tofte condemns ‘weasel words’ 


used by industrial advertisers 


@ mitwavukee . . Arthur R. Tofte, ad- 
vertising manager, Allis-Chalmers 
Mfg. Co., has urged industrial adver- 
tisers to return to the fundamentals 
of advertising, particularly in writing 
Jersey mock trial tests worth zed readership served by the pub- copy 
of business papers fer ad men lication in question Addressing the first meeting of the 
How do you know your readers year for the Milwaukee Industrial 
® NEWARK ndustrial media got a ead ads? Marketing Association, he deplored 
chance to make a sales pitch at the several editors said that they re- the use of “unsupported compara- 
nonthly m« g of Industrial Mar- ceive comments about advertising tives and unbelievable superlatives” 
kete f New Jersey from subscribers. One editor cited which he dubbed the “weasel words” 
Se business publication and the Advertising Research Founda- of thoughtless advertising writers 
agi editors “testified” in a 
ock trial of the worth of their pub- 
The audience of advertising 
ency men and space 
a See al- How industrial advertising 
the testimony was a 


resher of the argu- 


a 
ommon Cause 
sa aded Tom Camp- C11 O 
lron ige: T. C. Du 
Materials & Methods 
K rkpatrick, editorial di- . 
. new series of case 
ering; Johr 
al Process- st ol te »y the committee on 
Chem- J 
. ss of the NIAA 
Kenneth 
Kramer, executi' or, Business 
Weel and Ralph F sew assistant Goodrich had done almost no ad- 
editor, Fortune vertising for fire hose 
*resident George Black The survey, addressed to fire 


By H. E. Van Pette 


manag Cooper Alloy aa ; chiefs, asked: “What makes or 


iry Co., led a panel of prosecut- ; brands of fire hose do you considet 


neys who examined and best?” Another question was: “What 
ned the witnesses befors . " business publications have you read 
p> W. Swain. editor A kror recently?’ 

Results of the second survey 
g the questions ® THE RESEARCH department of B. F showed that preference for B. F. 

Do you think ad men are g« Gocdrich Co. made two surveys, one Goodrich hose had increased 47° 
the most out of vour books before and the other nearly two in the two years since the start of the 
It depends, the editors agreed, or vears after the start of an intensive advertising campaign. The increase 
the advertiser, his product, knowl idvertising campaign on municipal was 56° among those who said they 
edge of his market, and his ability to fire hose in a business publication recently had read the publication 


relate his advertising to the special- Before the first survey, B. F carrying Goodrich hose advertising 


























industrial 
Advertising 
Defined 


Heres the BOOK-OF-THE-YEAR: 
INDUSTRIAL ADVERTISING 


HOW TO PREPARE FOR YOUR CAREER 


industrial 
Advertising 
Opportunities 





2. 
What Talent 
Will Help You 
Succeed 


Only once in a great, great while a truly significant 
book is written on Advertising. Such is ‘Industrial 
Advertising—How to Prepare for Your Career.” It 
represents the combined effort of hundreds of mem- 
bers of the Chicago Industrial Advertisers Association 
—of leading educators—school magazine publishers 
—advertising agency executives and advertising di- 
rectors of the nation’s leading industrial companies. 


National Industrial Advertisers Association 
1776 Broadway 
New York 19, N.Y. 


Where Should You 
Start 


Extensive research preceded its publication. Its need 
was established. The work is designed to aid young 
people in better preparing themselves to enter the all 
important field of industrial advertising. Get several 
copies. Use them in the guidance of job applicants. 
The first edition will be limited—so hurry—don’t miss 
out—orders are being taken on a first come, first 
serve basis—act now—mail your check today! 


National Industrial Advertisers Association 
1776 Broadway, New York 19, N. Y. 


RUSH Me copies of the book — “Industrial Advertising — 


How to Prepare for Your Career.” Enclosed is my check 
Name _. 
Company Address 


——— 





New budget study 





over the entire sales picture with 
him, referring primarily to the work- 
sheets and using the supplementa: 
tabies as needed 


Ask him 
»bjectives for the coming year. They 


about his plans and 
may be predicated on the material 
you place before him. Or, due to 
profitability, product availability or 
policy reason, he may have a special 
product campaign in mind.” 

Get “the more brass the bette 
at these meetings, urges the 
committee 


Your 


being 


management cannot heip 
impressed by the searching 
summation of the company’s sales 
story. It will increase the prestige of 
your position and up their estimation 
of your worth to the company.” 
Finally you return to your offi 

and prepare your advertising recom- 
mendations, on the basis of the sales 
picture developed by you and re- 
fined at the conference. Lean on your 
You 


final report goes to managemen 


agency in selecting media 
A copy of the committee 


NIAA 


without charge. The price to non- 


report 
will go to every membe 
re mbers Is $5 

Serving with Chairman Collins on 
the committee were Spalding Black 
Canadian Industries; W. H 
ford and G. R. Schreiver, U. S. Steel 
Co.; R. B. Johnston, Koppers Co.: M 
R. Kambach 


Craw- 


Aluminum Co. of 
America; W. C. Kernahan, Gulf Oil 
Coip.; A. R. Teifeld, Copperweld 
Steel Co.; P. F. Vollmer, Blaw-Knox 
Co.; W. F. Weimer, Rockwell Mfg 
Co.: and T. C. Winans, Hammermill 
Paper Co 


An Olficial Charter . 


ar 


rial Marketing 
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After 
paid off for 
members of the Engineering Adver- 


hearing how publicity 


Chicago’s post office, 


tisers Association, at their September 


meeting, planned to recommend na- 
tional application of the program 
The plan to improve the mailing 
habits of a city, and thereby improve 
mail service and cut post office ex- 
EAA 
members by A. C. Lueder, Chicago 


penses, was presented to 
postmaster. A survey by the Post 
Office showed that before its pub- 
licity program, one piece of mail out 
of 149 was 


whereas later, only one out of 423 


incorrectly addressed, 
pieces contained error 

The improvements came about by 
urging correct addresses, sufficient 
postage, return addresses, early mail- 
ings. Advertisers were urged to 
guarantee payment of return postage 
to get correct addresses for their 
mailing lists, and to put their street 
addresses in ads to eliminate direc- 
tory service 

Publicity used to educate the city 


included talks by 
postal officials and posters on mail 
trucks. A sample poster 


ing finger writes, 


booklets, films, 
“The mov- 
and having writ, 
we often cannot read a word of it, 
and so the letter goes to the dead 
letter office.” 


# New Milwaukee 
Association of Industrial Advertisers 
were H. P. Sigwalt, Milwaukee Cor- 
Howard 


officers of the 


rugating Co., president; 
Winton, Heil Co., vice-president; A. 
J. Gerlach, Kearney & Trecker Corp., 


secretary-treasurer 


s Edward S. Jordan, president, Jor- 
dan Motor Car Co., and Stanley Se- 
ward, president of the White Motor 
Co. spoke to members of the Cleve- 
land chapter of the National Indus- 
trial Advertisers association at its 
first meeting Oct. 1. Cleveland’s 
theme for 1926-1927 was “How to 
make industrial advertising more ef- 
fective through common sense mar- 
ket study.” 





DREAM HOUSE 


* CRANE 
the preferred plumbing 





Aimed at a public audience in addition to 
dealers, Crane Co.'s exhibit at the recent 
Plumbing Show displayed its plumbing and 
heating products in a dream house—full of 


attractive room settings—a living room, kit 


chen, bath, powder room and utility room = : 
Two opposite walls of one bathroom were Pete | i 1] TiS agehaletal 


later joined to form the luxurious bath ot right 
¢ * 
iz 


— ¢ Dencral 
y exhibits 


GENERAL EXHIBITS AND DISPLAYS, INC. =" 2100 N. RACINE AVE « CHICAGO 


photographed in color for advertising pur 
poses—o typical plus value in exhibits designed 


and produced by General Exhibits 





‘ see preri 
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. . . because it serves the interest of 
railway management men in the products that help them 
reduce operating costs and increase profits. 





A substantial portion 
of RAILWAY AGE’s 
editorial content is 
devoted to discussions 
of improvements to 
service and facilities 
that invariably 
involve new material 
and equipment. This 
typical article gives 
railway management 
men the details on how 
the D. L. & W. keeps 








their rail maintenance 
at a relatively low level with specific 
programs and mechanization. It 
describes the machinery used and 
gives samples of programs for use by 
other railroads. 


The headline on this ad in RAILWAY 
AGE immediately signals that this 
company is aware of the strong 
reader interest in product benefits and 
economies. The text and pictures 
quickly explain and exemplify 

their particular products’ advantages 
to railway management men, thus 
completing the general picture 

that RAILWAY AGE’s editors 

have already given the readers. 








few Tow Can Clean Track Shewkder of 
1500 Feet Per Meer ot Less Then 2% Cents Per foot 














Railway management men pick RAILWAY AGE 8 to 1 
Advertisers pick RAILWAY AGE 2 to 1 
A 63% increase in paid railway circulation 





Total 


1951 SURVEY RESULTS| ,°. 





Chairmen, Pres., etc. 137 

Operating 345 

Traffic 316 

: Account., Fin., ‘Legal 324 
Railway management Publ. Rel., Per.......... 12 
Mech. & Elect. Officers 273 
- = Eng. and Maint. 326 
most helpful’’— So. and Commun 118 92 

“does most for field’’ Pur. and Stores 68 58 


: 1.C.C. and AA.R....... 4 a 
by 8 to 1 margin @ihens 64 60 


TOTALS ‘a 1,987 1,636 2 


men vote it 














RAILWAY AGE 82.4% ‘This total represents the number of respondents to the 
Modern Railroads 10.6%  qvestion: “Which publication contributes the most to the 
All others 13.6%  ‘cilway industry?” Some listed more. than one publication 
and these votes are credited to each publication. As a result, 
the percentage vote given necessarily exceeds 100%. 





Number of Pages 


RultwayAge ae 
Modern Railroads 649 
advertisers invest ajaeia 
more in it than in any “Railway Purchases & Stores ore 
, : meee 
other railway publication ‘Reilwoy Mechta & Electrical Engineer ?- 
RellWily Ee gineering & Maintenance 313 


| Réllwoy Signaling & Communications 205 
First 6 Months 1951 RAILWAY AGE 


RAILWAY A suieeecenon 


AND MAN 
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Determine sales territories 





in good times than in bad times,” said 
National Radiator’s Vice-President 
Baumgardner. Mr. Hill of Gar Wood 
said Analyzing and re-designing 

*s territories is difficult in any 
period. An adjustment may be more 
readily acceptable to a distributor 
organization in times of peak sales 
by virtue of the fact that they are in 
a high profit position.” 

‘In other continued Mr 


Hill, “you can take a dollar away 


words.” 


rom a man who has ten and he will 
not react as violently or complain 
as bitterly as the man who has only 
two, from whom you remove one.” 
Among those who believe that the 
timing of such an analysis is rela 
unimportant is P. R. Hatch 
sales manager, Brown & Sharps 
Mfg. Co., Providence, R. IL. “Basical- 
heavy industries remain more 
less fixed, therefore territories re- 
main about the same with only the 
ime varying according to eco- 
“Any 


is a good time to analyze sales 


nomic conditions,” he said 
territories.” 

Others who feel that the timing of 
re -design of territories is gener- 
nificant, are Farrel-Birm- 

and Koehring Co., Milwau- 
lien R. Steelman, vice-presi- 
Koehring agrees with Mr 

Brown & Sharpe that any 
a good time to initiate a 

sales territory problen s 
‘losely tied in with the methods 
sed and most suitable time to begir 
the re-evaluation and establishment 
of new territories is the problem of 
suting the salesmen within the ter- 
itory. Asked if they had a system- 
itized routing plan for their sales- 


nen, more than 75% of the industri- 


al companies surveyed reported that 
no formalized or systematized plan 
for routing was used Why? 

Mr. Skidmore of Louis Allis Co 
gave one reason: “Routing is left en- 
tirely to the individual salesman’s 
own discretion. We depend upon his 
more intimate knowledge of the ter- 
ritory and the potential customers to 
determine his frequency of calls and 
for that matter, whether or not he 
will call on a potential customer.” 


The Fulton-Sylphon Division 


Robertshaw-Fulton Controls Co., 
Knoxville, Tenn., does not use a 
routing program for 
Said R. G. Cross, 


systematized 
their salesmen 
vice-president 
“Salesmen have activity sheets for 
the past week and plans for the fol- 
lowing week, which accompany al! 
expense reports. This serves as a 
checkup on calls resulting from ad- 
vertising inquiries. There are also 
special requests from the home office 
for some specific ‘rifle shot’ calls 
Otherwise, ‘every salesman is his 
own general’ within prescribed areas 
of operations. We attempt to keep it 
simple . . but, for us, it works.” 
One widely used routing plan, 
which still leaves much of the rout- 
ing to the discretion of the individual 
salesman, is used by National Ra- 
diator. National's Mr. Baumgardner 
said 
‘All salesmen are strategically lo- 
cated to cover their areas economi- 
cally. Branch managers are instruct- 
ed how to plan territorial coverage 
for their men. The mechanics of the 
plan are carried out at each branch.” 
H. R. Russell, general sales man- 
ager, Tinnerman Products, Cleve- 
land, said that the company “leaves 
the matter of routing pretty largely 
to the salesmen, but in each instance 
t is very carefully supervised by the 
district manager.” Browne & Sharpe 
Mfg. Co. follows the same system, 
as does the Bristol Co 


Generally speaking,” says Mr 


Clark of Strong, Carlisle & Ham- 
mond, “our salesmen’s routing is left 
to their own discretion. We have 
found it better to ‘guide’ rather than 
‘direct’ particularly with men who 
are traveling large territories or in a 
branch operation some distance from 
the home office 

“It is customary for our men to 
submit their proposed route list 
showing their general routing sever- 
al weeks in advance. Quite often we 
offer some suggestions and changes. 
Their 


acceptance or rejection of 


these changes is left entirely to their 
judgment and this is always made 


very clear. As a result, we believe 
they appreciate these suggestions 
“They then furnish us with a defi- 
nite route or itinerary. As they pro- 
gress along the route they frequent- 
ly revise this to meet conditions. We 
believe this is far better than a defi- 
nite routing furnished by the home 
office 
compelled to 


Too frequently a salesman is 
remain longer than 
necessary or leave a territory before 
he should.” 

The experience and observations 
of all these leading industrial manu- 
facturers may help you crystallize 
your own thinking somewhat on the 
subject of sales territories. The sub- 
ject is broad and controversial, 
too, as the comments have indicated 
But, guided by their actions, a study 
of sales territory determination by 
your company can contribute greatly 


to your company’s future success 




















What Plant Men Read 


Instead of forcing paint out of 
a spray gun with compressed air, 
an Indianapolis company has de- 
veloped a means of attracting the 
paint, electrostatically, to the work. 
No waste, no excess spray in the air. 


One trouble with screens is that 
they clog when the material to be 
sereened is wet. Well, a Canton 
concern has licked that with a 
screen that employs electricity and 
suitable controls to warm the wires. 
Dries out the sticking materials and 
lets them go through. 


People are still finding new ways 
to put magnets to work. One com 
pany uses magnets to locate electri 
cal outlets that are installed under 
floors or in other hidden places 
Another uses magnetic attraction 
to rotate a ferrous bar in a vessel. 
Purpose is to stir or mix liquids 
placed in the vessel 


Ever notice how metal chips accu 
mulate around a machine tool - say 
a broaching machine? Now there's 
a new device to convey the chips 
away, automatically and continu 
ously. A case of materials-handling 
equipment adapted to the scrap in 
stead of the product .... and a 
good idea, too. Prevents work stop- 
pages, and reduces clean-up labor. 


These five items are described in 
considerable detail (along with 228 
others) in the September issue of 
Industrial Equipment News. Gives 
you an idea of why 60.000 plant 
men read and use IEN for product 
information 


Selling a Product to the Manufacturing Industries? 


Here’s a way to reach both 
known and unknown prospects 


You reach your known and your unknown market through the 
60,000 operating. engineering and production men in all indus- 


tries who read and use Industrial Equipment News. 


THE RIGHT PEOPLE The men who read IEN (92% by request) 
are those most interested in product news and information. They 
already know how to do their jobs; they are interested in what is 
currently available. 

THE RIGHT PLANTS Through its affiliation with Thomas’ 
Register, Industrial Equipment News is able to select the larger 
and faster-growing plants, to check its list against daily reports 
from the field. Result is continuous concentration on plants most 


active in production and expansion. 


THE RIGHT TIME Specifiers and buyers search LEN for products 
they can adopt or adapt to their current product or operating 


needs. Perfect timing for your advertisement. 


More data on Industrial Equipment News is available in the form 
of a Media Data Reference File, containing The IEN Plan. NIAA 
Report, CCA Statement, Rate Card. Send now for your new Media 


Data Reference File. 


REPRESENTATIVES—ATLANTA « BOSTON «+ CHICAGO «© CLEVELAND «+ DETROIT + INDIANAPOLIS «+ LOS ANGELES + PHILADELPHIA © PITTSBURGH 
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Now, the only ABC metalworking weekly 

gives you CCA as additional insurance 


for your advertising investment! 





The IRON AGEs first CCA audit report is ready! 
Ask for a copy and study it. 


Here’s added verification of circulation value for 
you, a further yardstick of reliability of The IRON 
AGE’s entire distribution, paid and selective ... 
the largest total weekly distribution in metalworking. 


The CCA was created by advertisers and 
publishers together to give you an accurate measure 
ofa , of total market coverage. CCA includes, but does not 

‘ segregate, paid and selective distribution. We look 
upon it as a competent partner to ABC, 
which The IRON AGE joined in 1914 as a charter 
member. ABC gives a separate and complete 
breakdown of paid circulation, including such 
important gauges of reader acceptance as price and 
term of subscriptions, channels of sales, premiums 
used, and renewal rate. These are available nowhere 
else. Together, CCA and ABC put a brilliant 
spotlight on every phase and figure of The IRON AGE’s 
circulation . . . leaving nothing to guess or gamble. 


And don’t forget ... The IRON AGE has the 
largest paid weekly circulation in metalworking, 
the highest renewal percentage . . . and is the 
only ABC metalworking weekly. 
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CCA and ABC together ... that’s a great team 
for the advertiser! 


in plant coverage 


... in weekly circulation 
0 ...in readership surveys 
& ...in market coverage 
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in advertising volume 
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No. 1 in Metalworking... America’s No. 1 Market 
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Twenty pointers for 


good top executives 


@ MOST OF US, If We are not in execu- 
tive positions, hope to be some day 
Whatever your situation, here are 
20 pointers to help you along the 
offered by J 


author and spe- 


executive route 
George Frederick 


cialist in management problems 


To be a good executive one 
n have an orderly mind, which 
thinks of first things first and second 
things second no confused back- 


track thinking 


2. You must be able to make de- 
cision, never dawdle over them, nevet 


procrastinate, hesitate, or fear action 


3. The 


makes clear classifications, and uses 


orderly executive mind 
and demands that others use—sys- 


tem, neatness dispat h 


4. The good executive is noted for 
clearness of mind, clarity of speech 
avoiding all vagueness like a pest 
5S. The 


masters his stream of work, and nev- 


good executive always 


d by it, never pushed 


6. The good executive 
per illy keen sense of 
He never puts 


a $5 matter 
7. The good exe qutive is quick on 
the trigger to get action at a trouble 
spot. He never lets anything fester 
into deeper trouble 
8. The always 


builds regular tracks and grooves on 


good executive 


120 / indw tr 


which action can proceed smoothly 


in routine 


9. The good executive prevents 
and neutralizes all tempermental 
interference and difficulty in his or- 


ganization 


10. The good executive always 
knows how to suspend judgment and 
seek more facts before acting too 
hastily 


11. The 
takes the research attitude toward 


good executive always 
his job, the humble scientific spirit 


of inquiry and analysis 


12. The good executive is rarely 
caught unready; it is his job to an- 
ticipate and prepare for what comes 


13. The good executive never as- 
sumes all authority and responsibil - 
ity, but knows how to delegate it 


r ompetentl y 


14. The good executive is self- 
critical. He wants to know that he 
knows. He doesn’t confuse fact with 
opinion. He demands a lot from him- 
self 


15. The good executive is a good 
disciplinarian; understands how to 
correct others, held them to the lire 
develop them by exacting meticulous 


compliance 


16. The good executive is a good 
talker simple Eng- 


lish, with 


speaks in clear, 
well-formed tones that 


carry, in a moderate tempo, with 


pleasing inflections 


17. The good executive uses plain, 
short, declarative sentences, speaks 
straight to the point in few but well- 
chosen words, graphic and vigorous. 


18. The good executive's manner 
is always marked under all circum- 
stances by poise, courtesy, gracious- 
ness, reasonableness 


19. The good executive must 
maintain dynamic vitality and ener- 
gy. have a stimulating personality 
and stay in high gear, so that others 
will be magnetized 


20. The good executive—like a 
good general—must always take and 
keep the offensive in driving toward 
his goal. He must never be content 
with merely being on the defensive. 
[Reprinted from Office Manage- 
ment & Equipment. ] 





Microfilms save financial 
and sales records in flood 


The value of keep- 
ing sales, financial and other office 


® KANSAS CITY 


records on microfilm was demon- 
strated as local companies cleaned 
up after the worst flood in the city’s 
history 

Immediately after the flood struck, 
Eastman Kodak Co.'s subsidiary, 
Recordak Corp., Rochester, N. Y., 
advised Kansas City companies to 
douse flood-damaged microfilm rec- 
ords in water. Companies were ad- 
vised to submerge the films in milk 
cans, wash tubs or any strong con- 
tainer that could hold water and to 
ship films and containers to Record- 
ak headquarters for restoration 

Operating on a round-the-clock 
schedule, Recordak washed, dried 
and rewound all microfilm. A bank 
shipped 2,000 rolls of microfilm rec- 
ords. A supplier 
shipped wash tubs full. After clean- 
ing and respooling, the records were 


large industrial 


legible and in good condition except 
for several images on outer layers of 


rolls 


Charles G. Whintrey. Jr... ha 





What Radio-Electronic Engineers 
use for Product Reference 


Over 700 pages 
Weighs 3 2 


Ibs 


Distribution: 

The IRE DIRECTORY is an annual 
issued to all IRE Members above student 
20,420 Distributor 
and Purchasing Agent edition is 1500. 
A balance to serve new members brings 
the total to 23,000. 

The qualifications of IRE 
insures you that these men are active 


grade. guaranteed. 


Members 
engineers, approved by experience, edu- 
cation, and occupation before they can 
High dues and the tech- 
the 
this 


be members 
nical nature of “Proceedings of 
LR.E” safeguard the quality of 
“key-men-of-ar-industry” list, 
you a buying audience 


insuring 


Electronic Facts Fast! 

The Engineer knows how to use a 
reference book. He wants facts, 
right and fast! Fundamental classifi- 
cations save him the time of 
duplication of listings typical of “ter- 
minology listings” directories. The IRE 
DIRECTORY of firms and of products is 
written the way an engineer wants it! 

In this directory, a comprehensive 
picture of the firm and what it makes 
is given by 76 basic product classes, 
code amplified to specify 353 products 
and services. Simple, clean-cut product 
grouping “by use” speeds “look-up time” 
Bold-faced type and skillful cross-refer- 
ence to the ad itself gives advertisers 
the chance to tell their own story in full 


A 

Pre-Specification Selling — 

is soundly promoted by advertising where 
the buyer looks for information. Adver- 
tising in “Proceedings of the I.R.E.’ 
is what we call “product promotion” but 
the IRE DIRECTORY is “product refer- 
ence” and is fundamental or basic to any 
campaign. Always make it easy for the 


his 


useless 


buyer to find your firm and product and 
The 


an 


you have bought business insurance 
IRE Engineer 
ad in his own personal directory will be 


‘sets-the-specs” and 
used exactly when, and as often as he 
needs such product information. Thus, 
you sell, when he wants data. 


iw 


3 Directories in 1: 

Nothing in the radio-electronic indus- 
try matches the completeness of service 
and usefulness of the IRE DIRECTORY 
It lists 20,420 IRE members both alpha- 
betically and geographically, with data 
on each member. It provides much 
Institute information on men, commit- 
tees and activities. 

The Directory of Firms gives names, 
addresses and code to all electronic prod- 
ucts of 3000 organizations, a very com- 
plete picture of each firm’s part in this 
industry. 

The Product Index shows each firm, 
its state and sub-classification for the 
76 basic classifications. Here the adver- 
tiser is shown in bold with full address 
and cross reference. The less-than-page 
ad units face these listings. In fact, all 
listings of 


advertising faces related 


value except spreads and catalog inserts. 


Expert Compilation — 

is a necessary requisite of an engineer's 
own directory. The year-round research 
of Frank MacAloon, transferred to a 
5000 card master wheeldex; and Miss 
Florence Decidue’s accurate IBM tabula 
tions, keep our listings up-to-the-minute 
by the combination of skill and modern 
methods 


Catalog Section — 

is a most useful, well used, and econ- 
omical service of the IRE DIRECTORY 
Preprinted inserts supplied by the adver- 
tiser (standard 844” x 11” catalog page) 
will be bound in complete for $300 for 
4 pages, $540 for 8 pages. This cost is 
competitive to postage and addressing 
It provides complete coverage, perma- 
nent filing in an accessible book, and 
maximum reference value. The IRE 
DIRECTORY is annually in 
September, and closes June 30th. It is 
part of the IRE “balanced promotion 
package” 


issued 


& A 
THE 1951 IRE DIRECTORY of 


A 


The Institute of Radio Engineers, 


Advertising Dept., 303 West 42nd 


Inc. 


al o W 
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makes the big difference 





in advertising effectiveness 


So different are producing and refining op- 
erations that seldom is a technical or operat- 
ing man found employed in both. Seldom is 
he qualified by training or experience to 
transfer his employment from one to the 


ytther. Consequently, he is not interested in { e 
( ( onsequ¢ ( ) Ss aa or the oil 


reading editorial and advertising on other . 

divisions of the oil industry with which he producing market 
has no concern more oil producing men pay to read W< 
Because markets are people, recognizing this Oil than any other oil paper 
difference in the men who work in the two 

separate divisions of the petroleum industry 

makes the bre difference in the effectiveness 

of your advertising. It is logical that vow 

advertising will hit harder and sell more 

when it appears in the oil paper that is cus- 

tom edited for the particular oil industry 

market you sell. World Oil for the oil pro 

ducing market, and Petroleum Refiner for 

the oil refining market, are just such spe- 


cialized oil publications 


oe . Ne ee - 
See the big diff rence m vour advertising siieal ict e ails oil 
returns. Beam your oil producing industry fi . 

refining market 


advertising at buyers in World Oil—vouw 


refining industry advertising at buyers in more oil refining men pay to read Petrole 


Daca Wiiliaitin Refiner than any other oil paper 


Specialized oil publications 


THE GULF PUBLISHING COMPANY 


3301 Buffalo Drive Houston 6, Texas 


if you would like to have more information about 

these two big-buying divisions of the petroleum industry write for: 
“The World Oil Market—How Much—Where—How to Sell It.’’ 

‘The Petroleum Refiner Market—How Much—Where—How fo Sell It.'’ 





How to get publicity 


for your new industrial products 


By Arthur N. Gregg 


The following program of techniques for 
getting publicity on new equipment and 
new literature is based on conversations 
with executives and staff of industrial ad- 
vertising agencies, publicity agencies and 
publicity departments of leading industrial 
suppliers. 


These companies and agencies included 
General Electric Co.. Schenectady, N. Y.; 
Allis-Chalmers Mig. Co.. Milwaukee; West- 
inghouse Electric Corp.. Pittsburgh: Radio 
Corp. of America. Camden. WN. ].; Link- 
Belt Co.. Chicago; Crane Co., Chicago: 
Bakelite Corp. New York: William R. 
Harsche Associates. Chicago, Harry W. 
Smith. Inc. New York; and Russell T. 


Gray. Inc.. Chicago. 





® WHAT's NEW is news. Pictures and 
lescriptions of new industrial prod- 
icts, materials and equipment have 
phenomenally high reader interest 
The reader of business papers is al- 
ways attentive to anything that will 
make his job simpler or more pro- 
ductive 
Because of today’s demands on the 
time of men in industry, news of new 
developments must be presented 
concisely so that the busy executiv: 
can determine quickly if he is in 
terested in any particular product 
Only facts essential to describing a 
product should be given, and thes« 
should be presented briefly and 
eal I 
The reader wants to know first 
what the product is and what it’s for 
w what it does. The sin pler these 
are presented, the easier it is 
the plant executive to decide if 
the product fills his needs. The ade- 
quate product description will also 


give essential capacities, sizes rat- 


ings, speeds, outputs and other de- 
tails which will enable the prospec- 
tive user to compare the product 
with the requirements of the job in 
question. Details of operating cycles, 
how the machine is made, what it is 
made of and similar data are of sec- 
ondary importance and can fre- 
quently be omitted 

Long, involved, detailed descrip- 
tions of products lose the reader's 
How the product fits spe- 
cific and specialized needs can best 


interest 


be answered by the manufacturer in 
his sales follow-up of a qualified in- 
quiry. The all-important purpose of 
any new product announcement is 
to tell the potential user what the 
product is, where it can be bought. 

Those concerned with preparing 
share with 
business paper editors the responsi- 
bility of giving the reader product 


new product releases 


news in concise, readable form 

For the men in industry who are 
responsible for management, engi- 
neering, production or maintenance, 


news of new products serves to: 


And these are only a few of the 
many possible services rendered by 
news of new equipment 


When to release . . The basic rea- 
son for sending out a publicity re- 
lease on any subject is that it has 
news value for the reader. When a 
manufacturer develops, engineers, 
makes and is ready to sell a new 
product to industrial users, then and 
only then should he release the story 
on that product to the industrial 
press 

Typical of valid reasons for pre- 
paring and sending out product type 
releases to trade papers are that the 
equipment, material, process or serv- 
ice is completely new has im- 
provements of material importance 

an unusual use of the product has 
been found that may suggest other 
applications than those for which the 
product was originally intended 
or the line has been enlarged or ex- 
panded 

New products themselves usually 
originate in the research, engineer- 
ing or production departments. Ac- 
tually the release should not be pre- 
pared without full knowledge of both 
the sales and advertising depart- 
ments. Because publication or an- 
nouncement of new products in the 
business papers of the country re- 


suits in a flood of inquiries as to 








reason for advertising today—is TOMORROW! 





John Stubbins Says... 


*°7 am a firm believer in advertising in Ingenieria 
Internacional CONSTRUCCION and Ingenieria 
Internacional INDUSTRIA. I continue to recommend 
advertising in these magazines to my manufacturers, 
because of their wide circulation. No other magazines 
reach the same groups. And because they are pub- 
lished in SPANISH, they are more thoroughly read 
and more thoroughly understood . . . In looking 
through recent issues, I note a decided improvement 
in the presentation and context of the editorial 
material, making for added reader interest for all 
factors in the Latin-American Industrial and Con- 
Whe is John Stubbins? struction Fields . . . I have noted too that not only 

Se ee ee eee do the Editors of CONSTRUCCION and INDUSTRIA 


and distributor in Latin-America He is head of 
Oficina Tecnica Stubbins, C. A., with offices in Car- A “4 - 
acas, Maracaibo and Puerto La Cruz, Venezuela. . . . present the new and interesting technical and 
He has been in business “down-there” for the past 

20 years and he represents mang outstanding U. S. — -* = T¢ . ° 
manufacturers of industrial and construction equip economic details on S.A. equipment and jobs, but 
ment, supplies and materials, such as . juPont, . 
U. S. Steel Export, Austin-Western, Buda, Chain Belt, that they also cover very well and extensively, local 
Joy, LaPlant-Choate, Neptune Meter, Nordberg, Wai , ° ” 

lac d rnc tob s Fil € ‘ mi « . ° ° ° . M4 

nee & seernam, Neserts Uiter, and many other Latin-American industrial and construction projects. 


prominent manufacturers 


oe 











esk for your free copies of these new Latin-American anclyses just off the press .. . "EXPORTS 
OF INDUSTRIAL AND CONSTRUCTION EQUIPMENT TO LATIN AMERICA"... and, ‘‘ANALYSIS OF 
PRINCIPAL EXPORT MARKETS FOR U. S. CHEMICALS AND RELATED PRODUCTS" .. . Also ask for 
@ copy of the new 12 poge Business Week Report to Executives on South America. 


MeGRAW-HILE IVTERVATIONAL 


World-Wide Headquarters for Business Information 





330 West 42 St.. New York 18, N. Y. . . . Offices in Principal Cities of the World 
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is be ing produced in 
to satisiy poter 

de mands 

sales and advertis- 


s must be prepared to 

nqu ries } 

if required; and di 

whe c needed 
equipment o 

should be sent to business 

vithout full knowledge. con 

approval i top manage 
isually means contacting 


sales advertising 


departr 


nents. Large 
require 

or improved 
by thei: patent 


de partments 


mechani- Sales Swami. . 


What to say . . |; 


om . readers I i I rer I t tn 


speci- 


fying authority may | completely 
onfused Dy these te! 
KNOW v | t ven : ‘ These and 
product Next 
and “Where S it 
as How aoes it \ i 
made?’ and What about headlines? . . Man) riptior 
of more or publicity people feel that the head » De comple te 
Obvious ne is a matter for the editor to de- clude techni 


told wheres Howeve a properly worded copy the 
he can buy duct or the name headline « your release offers as- tential 
and the address of the ma ifacturer ar editors even though tures <¢ 
It is essential that sizes, ratings or ’ wish to re-write it 
ipa be given so that the readet J a good headline enables the Don't sell . . Sales claims are taboo 
in determine if th« 


product fits his r to determine quickly whether: This applies to competitive compari- 
le TJ 
eed 


nusual features which dis rn a product is of interest to him sons or claims of how a new or im- 
the product should be dealt If a headline is used in the release proved machine doe things that 

but never in a compet t must create a word picture of what other makes do not. Negation is to 
‘omplete r } 


pecifications the product is be avoided. It is far better to say 


equipment are sel- that a tool “remains sharp for 1000 
Oo a good news re- Keep copy simple . . Copy that is hours” than to state that “it does not 


ease too technical is to be avoided. While require resharpening often.” 
The only time they are called for is many of the readers of business pa- Ifa product is of improved design 
a specialized release written for a pers are 


magazine having readers 


" engineers, technicians and say so ini the news release. Point out 
with spe- scientists, there are other readers the specific improvements that make 
ific interests. The suggested method 


who are in purchasing, management it do more, reduce cost, save time 
or handling this sort of requirement x other 


: departments and may be last longer, etc. If the reader is not 
is to prepare the general new prod- infamiliar with many of the techni- likely to be familiar with the previ 
uct release for magazines in all fields cal phrases or words which are ous design, good copy will make a 
served by the product. Then, attach a peculiar to individual industrial direct comparison with the original 
specification sheet, bulletin or cata- fields. Engineers know the meaning machine 

log on the product for those editors of micromhos, British thermal units, For example, “Model A which was 
who may want to elaborate on the Angstrom units, circular mils, ab- announced three years ago produced 


product or feature it in line with the solute, decibels and electromotive 25 pounds per hour. Improved model 
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AA now turns out 37 pounds per 


hour because the manual feed has 


been replaced with a motorized 


unit.” Other improvements could be 


pointed out thus, “Lubricated-for- 


life bearings are now used: alloy 


steel frame affords lighter weight 


than previous model; etc.” 


Don't price . . 


reader is price or cost of a product? 


How important to a 


The price of industrial products is 
secondary to facts about the product 
which tell if it will do the desired job 
for the reader. As a usual practice 
the only price which can be given is 
a list price. In many cases, these are 
subject to discounts so that they do 
not indicate clearly the cost 

Base prices on machines frequent- 
ly are misleading because of option- 
al equipment, special tooling and 
other costs which enter into the final 
installed price. Prices frequently 
change between the time a release is 
when it 


prepared and appears in 


print. The time lapse between the 
date a release is mailed and the date 
t may appear in print is any place 


from one to ten months, with three 
months being about average 

If a reader is interested in a prod- 
ict, he can easily obtain exact price 
nformation by contacting the manu- 
facturer whose name and address 
are generally given in the description 
of the 


product. Prices generally can 


be given in releases on “over-the- 


yunter” items, standard commodi- 


ties or small tools. Prices should not 
be given on most industrial equip- 
ment they are 


particularly when 


subject to fluctuation or trade dis- 
counts 


In the 


punctuation 


matter of grammar and 
bureaus 
have adopted “Webster's New Inter- 


national Dictionary” as a guide. This 


most news 


same practice applies to spelling 
capitalization, hyphens, etc. As a 
general rule 


technical abbrevia- 


tions should be avoided in copy pre- 
pared for general release to trade ot 
business papers. If abbreviations are 
to be used, the usual procedure is to 
follow the standard abbreviations of 
the American Standards Association 
which have been developed in con- 
junction with many of the leading 
engineering societies 

Trade names in copy sometimes 
present a problem. It is customary to 


capitalize the first letter of all prod- 
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uct or process names which have 
been copyrighted, but only the copy- 
righted portions. The use of quota- 
tion marks around trade names is an 
optional practice. Over-capitalization 
should be avoided 


Use key addresses .. Key ad- 
dresses provide a manufacturer with 
a means of 


tracing inquiries. Not 


every manufacturer has a set-up 
which will enable him to credit in- 
quiries to specific magazines which 
carried his advertising or publicity 
However, those who do have this set- 
up find that it is of decided benefit 

A key address, of course, is a street 
» department address which is dif- 
ferent from the actual address of the 
manufacturer. For example, the 
regular address of a company could 
be “1000 Smith St.” Assuming that 
the plant occ upied a major portion 
of a city block, it would be possible 
to utilize all of the street numbers 
which are non-existent because of 
this fact. In other words, “1002 Smith 
St.” could be assigned to publication 
A, “1004 Smith St.” to publication B, 
etc. Then 
quiry to the manufacturer addressed 
1004 Smith St.”, 
ple matter to know that he saw the 


when a reader sent an in- 
it would be a sim- 


advertisement or publicity in publi- 
ation B 


Similarly, fictitious department 
numbers or letters can be assigned 


keys to individual 


as permanent 
publications which receive news re- 
leases or carry advertising. What- 
ever method is used to “key” news 
releases, the important thing is that 
the keys be assigned permanently to 
those publications and not changed 


as that would result in confusion 
whenever an attempt was made to 
trace the inquiry to its originator 
Pictures? . . Yes, illustrations are 
tremendously important. They serve 
to ‘stop’ the reader and frequently 
bring to his attention products which 
would otherwise be overlooked in 
casual reading or glancing through a 
business paper. Good illustrations 
quickly show what the product is 
what it does or it’s for. The 
Chinese were not so far wrong in 
their oft-quoted proverb 
Occasionally two similar or almost 
identical products been de- 
scribed on facing pages or in the 
same section of a given issue of New 
Equipment Digest, one with, and one 
Invariably, the 


what 


have 


without a 
reaction or 


picture 
reader number of in- 
quiries created by the illustrated 
ripled that of the 


without a 


item doubled or 
release Mw hich appeared 


picture. If it’s inquiries or potential 


al al yf 
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"What are your objectives 
for the 50's?" 


We're stuck with a calendar 12 months long... and 


for most purposes it serves admirably. 


But it can be a mistake to let our thinking bog down 
in “the twelve month rut.” It is convenient and natural 
to base our planning on what we expect to accomplish 
during the coming vear... but year-to-year planning 


can cause a business to miss some golden opportunities. 


P 4 


uh 


DY 


Plant expansions, modernization of production facilities, 
and similar capital expenditures customarily require 


and receive long-range consideration. 


Why shouldn't the same long-range thinking be applied 
to the advertising and selling program? Advertising 


should be looked upon as a capital investment. Basically, 


it shows results and pays dividends on a long term 
basis. The advertising program cannot, of course, ignore 
the objectives for 1951... but it is even more important 


that it tie in with long-range objectives. 


Right now it is particularly difficult to break our think- 


ing away from immediate problems. 


But take a moment to try to visualize the next ten 
vears. Regardless of developments in world affairs, 1960 
will see a greatly expanded economy. There will be 
more families, more homes, more production, more 
income ... more of a market for every business. Some 
new companies will be dominant factors in the expanded 
economy of 1960... many old firms will be larger and 
stronger than ever. These successful companies will 
have had the benefit of long-range planning . . . for the 
position they hold in 1960 will be the result of the work 


they did in 1951... and 1954... and 1957. 


Let’s lift our sights beyond the next twelve monthe. 
When we consider investments in advertising, let’s ask, 


“What are our objectiv es for the 50’s?” 


THE 


PENTON 


PUBLISHING COMPANY 


PENTON BUILDING e CLEVELAND 13, OHIO 
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sales contacts that you desire, you 
must have a picture and a good 
one 
Frequently releases deal with 
products which are difficult to show 


llustration. If it is a material 


n an 
1 photograph of the packaged prod 
ict serves very well as an ‘attention 


getter. Or, one can easily show a 


1 
i general 


application of the 
yroduct with a photograph, sketch 
drawing 
picture requires as much o 
me and study as the news re- 
tself. Most advertising agen 
public relation firms and news 
highly skilled in the 


eaus are 
of acceptable and news- 
illustration material, and 
revert! possible their services 
should be used 


What about size of 


Almost all those who prepare new 


photograph 
eleases find the 8x10” glossy photo 
graphs meet with maximum approv- 
al by business paper editors. Where 
story 


across 


essential to get the 
careful retouching, parts labeling or 
yther treatment of the photograph 
s desirable 

Where the outstanding feature or 
selling point of a product is its inter- 
nal construction or operating princi- 
ple, a sectional photograph, washed 
drawing or mechanical drawing can 
be used. It is better to describe the 
operation of a machine or equipment 
n the release than to attempt to do 
t on the illustration 

The size and weight of lettering is 
an important consideration. Too 
iften a large, easily read photograph 
or drawing must be reduced in size 
because of space limitations of a 
publication. In this reduction, any 
ettering or type matter on the illus- 


' ' ' 
completely 


tration may become 
egible and 1us be worthless 
Although ie 
erred an 

1x5” to 8x10 
hould be glos 


auction 


Sx 10 


phot graph 


departn 
ich valuable 


i i spite 


The best practice is to have glossy 
prints made of the art work, and then 
send these prints with the news re- 
ease 

Some advertising agencies, public 
relations firms and manufacturer's 
news bureaus have found advantages 
n offering (but not sending) elec- 
trotypes with their releases. The 
usual procedure is to attach a proof 
of the electrotype to the news re- 
lease and to enclose a card or printed 
form so that the publication editor 
can ask for the cut 

Since most business paper columns 
are a standard 13 or 20 picas wide, 
the most economical size of electro- 
type to offer is one which is 2” wide 
and preferably not over 24%” high 
It should be 100 or 110 screen. If the 
product does not adapt itself within 
these illustration dimensions, it is 
preferable to supply a glossy photo- 
graph with the release. Most editors 
frown on the practice of sending a 
ut with the release. If the item is 
acceptable, if the cut is the right size, 
if the screen is proper and a few oth- 
er ifs, the cut will be used. Other- 
wise, the cut will probably be thrown 


away 


Cropping . . When a photo is pre- 


pared, ample borders should be al- 


lowed so the picture can be marked 
for cropping without cutting into the 
subject Narrow 
trimmed or borderless photographs 


are difficult to handle when it comes 


bordered, closely 


to marking them up to send to the 
engraver 
Photographs for news releases 


should not look like an 
ment. Trade marks, prices, elaborate 


advertise- 


decorative art work and similar em- 
bellishments should not be used. If 
in the original picture, the machine 
or product is lost because of com- 
plicated background material, it is 
ommon practice to airbrush out this 
background. A back- 
ground in a photograph is preferable 

black one. Most photographers 


liar with the contrast best 


light shade 


aking an engraving 
be used to advantage 

ze or to liven up 

does not mean that 

neesecake or a baby is « alled for 


The person in an illustration should 
e a reason for being there. If the 


juipment is a machine tool, the per- 


son should wear shop attire and not 
look like the owner of the company 
Pictures of women operators fre- 
quently tell a story and indicate that 
the machine or equipment does not 
require a lot of muscle to run. Office 
equipment can be portrayed to ad- 
vantage with an attractive girl 
Photographs mailed with news re- 
leases must be protected from dam- 
age during mailing. Corrugated or 
cardboard backing should be used, 
Pictures cannot be folded without 
The crease 
invariably shows up when the en- 
graving is Printed, litho- 
graphed, matte-finish or similar pic- 
tures do not make good halftone 
cuts. Be sure the picture sent with 


damage to their surface 


made 


the news release is a glossy print 


Form of release . . Since most new 
products, equipment, material or lit- 
erature releases should be prepared 
for a number of papers serving more 
than one field, the matter of physical 
Ideally, 


typewritten copy, care- 


form is worth examining 
originally 
fully proofread, would be most likely 
to be used 

Since this is not usually feasible 
clean legible Multigraph or Mimeo- 
graph duplicated releases are most 
generally used. These are acceptable 
to business paper editors and, if 
the release is directed to the prop- 
er publication, it stands a better than 
fifty-fifty chance of being published 

Under 


carbon copies 


no circumstances should 
or W ritten-in-pencil 
releases go to business paper edi- 
tors. The competition for space in the 
product sections is too great for the 
editor to bother with illegible or dif- 
ficult-to-read copy 

From the standpoint of ease of 
handling, news releases should be 
presented on standard 8% x 11” 
paper. The use of legal size paper 
causes difficulty in handling by edi- 
torial departments because most file 
ackets or files are standard letter 
size. If the release is long, it is pre- 
ferred practice to use two or more 
letter-size sheets of paper stapled 
together rather than using legal size 

The use of any paper size other 
than standard causes hardship in the 
normal processing of news materi- 
al. Releases on a fair grade of paper 
have greater acceptance than those 


flims, 


prepared on onior skir o! 
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He may be at a loss about lingerie but he’s a ‘ 


terror on tooling. He’s the man you have to 4x" O 
sell first. He and thousands like him con- 

sider MODERN MACHINE SHOP their on 
magazine. It’s metalworking information in 

work clothes, written for production execu- 

tives—plant managers, saudie managers, mas- 

ter mechanics, superintendents, shop fore- 

men and others—the men who have the 

authority to specify and buy. 

Put your money where your market is. Tell 

and sell these production executives through 

MODERN MACHINE SHOP—38,000 circu- 

lation—largest in the metalworking field. For 

details on low rates and high returns, write: 


MODERN MACHINE SHOP 


431 MAIN STREET ¢ CINCINNATI 2, OHIO 


ul, 
res ih 
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transparent paper 

A standard imprinted form is fre- 
quently used by those preparing 
news releases. Some utilize distinc- 
tive color or styling for each type of 
release. Some have a major heading 
such as “New Product,” “New Liter- 
ature,” etc. boldly printed at the top 
of the release. The important point is 
that the news release have some 
quick means of identifying it as to 
classification. This assures that the 
release reaches the proper person in 
an editorial department, and thus 


receives adequate consideration 


When to use letters . . An accom- 
panying letter is required only in 
ce e of a new product announcement 
that is particularly important to a 
given magazine. A letter can be used 
to advantage if the sender of the 
news release knows an editor per- 
sonally 

To conserve the editor's time, some 
publicists explain the newsworthy or 
outstanding features of a new or im- 
proved product in a brief letter at- 


tached to the news release itself 


No high pressure . . One mistake 
occasionally found in letters which 
accompany releases is the implica- 
tion of direct or indirect pressure or 
even the “threat of advertising.” 
Editors are fully informed as to the 
performance of their own publica- 
tions. The fundamental reason for 
accepting a new product release is, 
“This product is of interest to our 
readers and can be used by them.’ 

Another faux pas committed oc- 
casionally is to follow up a news re- 
lease or accompany it with a ques- 
tion such as “Do you intend to use 
the release and, if not, why not?” 
The intent of such a question ts prob- 
ably innocent enough and merely an 
attempt on the part of the sender to 
improve his releases in the future. It 
does, however, place the editor in a 
spot. Regardless of his answer to 
the above question if he answers 
at all there is a chance for misun- 


derstanding and ill will 


Where to send it . . Since any well- 
prepared new product release repre- 
sents a major investment in time and 
money, it is of prime importance that 
it be sent to the right publications 
In this way, the release will reach 
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. Send tor available Reprints of editorial features ere 
, offered here os a special service 
to IM readers. Please send number 
° and nome of article with exact 
Te Tl ! ) S amount in coin, stamps or check to 
The Editor, industrial Marketing, 

200 E. Illinois St., Chicago 
Sorry, but we cannot handle 


of Industrial Marketing credit orders under $1. We'll be 
F ‘happy to bill you for larger sums 





featu re articles NY 





1951 busi paper I to reach all-time peak 
by A. R. Venezian, Sept., 1951. 15c 

How to use Starch readership reports 

by Howard G nag July, Aug., 1951. 15 

Today's sales incomes can get out of hand . . stop them 

by Birney Miller and B K. Moffitt, June, 1951 10c 

How 551 ad ising ag jes placed space in business papers in 1950 
March, 1951, 10c 

A guide to better publicity 

by members of the Industrial Publicity Association, New York. 75c 
What industrial advertisers plan to do in 1951 

by Bob Aitchison, Jan., 1951. 15c 

Four ways for an advertising i to make a profit 

by Ira . Rubel, Nov., 1950. 15c 

How endustey buys 

by John H. Platten, Oct., 1950. 15c 

Business paper volume for 1948 analyzed 

by A. R. Venezian, Aug., 1950. 15c¢ 

How a product handbook can on ew your ad results 

by Robert D. Towne, July, 1 





How business papers can meet their new competition 

by William A. Marsteller, April, 1950. 15¢ 

Decentralize sales force for more effectiveness 

by Glen H. Treslar, May, 1950. 15¢ 

wh ome ag An gg ag 

DY obert B. Luchars. ay. 1950. 15c¢ 
A bigger audience calls for better annual reports 

by Richard H ae Jan., 1950. - an 

Selling to engineers? educate them, 

by Huxley Madeheim, Oct., 1949. tie 

How to use gra in industrial advertising 

ao Leonard ilips, Sept., 1949. Toc 

= yA should know about industrial buyers 


. and how to right them 


an 
How to measure results of industrial advertising 
oy William = Marsteller, May, 1949. 15c 

oy Frank D. ‘Newbury. Aug.-Jan., 1948-49. $1 

16 ways to sell to engineering departments 

by J. T. Bennett, Apr., 1949. 10c 

How to make external a pay off 

~ Harrison M. Terrell, Oct.-Dec., 1948-49. 50c 





the line open between employer and employe 

=z obert Newcomb & Marg iemens, May-Sept., 1948. 50c 
We went to four-color inserts on a cut budget 
by Clifford Stubbs, June, 1948. 10c 
eg improves salesmen’s closing ratio 

by H . Bluethe, Oct., 1948. 10c 
Using newspaper advertising to spot industrial buyers 
by Wilhelm Ferdinand, Aug., 1948. 10c 
When your customers order spare parts 
by Raymond H. Jacobs, June, 1948. 10c 
How can I find what type to use? 
by A. Raymond Hopper, Apr., 1948. 10c 
Techniques that will make your copy pull 
Copy Chasers, Apr., 1948. 25c 
Market research combats high distribution costs 
by Richard D. Crisp, Feb., 1948. 10c 

a in the buyer's market 

by L. Rohe Walter, Feb., 1948. 10c 
The effectiveness of repeated advertisements 

Sept.-Nov.. 1947. 75c 

12-page reprint summary of Repeat Ad Study, made under idance of a 
special steering committee of industrial advertisers, agencies and pub 
lishers. Single copies 75c; 10 or more, 50c each; 25 or more, 25c eac 
The economics of industrial advertising 
by Jesse H. Neal, Sept., 1947. 10c 
The orchestration of type 
by A. Raymond Hopper, Mar., 1947. 15¢ 
Agency-client relationshi; 
by C } Gischel, July, 1946 10¢ 


From the Edgar Fahs Smith Memorial Collection, University of Pennsylvania. 


The passing of the classical test-tube chemist has 
brought into the picture the modern technologist, 
whose work in control and analysis revolves about 
complicated electronic instruments and automatic 
equipment. He now spends much of his time on 
developing still newer and better methods of analy- 
sis. As these have become part of plant operations, 
they have played a key role in the growth and 
development of the 24 Chemical and Process 
Industries, which now, in turn, present a huge 
market for: 


Analytical and control instruments 
Component parts for instruments 
Specialty and reagent chemicals 
Laboratory equipment and apparatus 


There are 30,000 chemists and engineers 

among the 36,449 technologists in the laboratories 
of the Chemical and Process Industries alone— 
111,381 technologists in all U.S. industrial 
laboratories. (M. J. Rand, National Academy 

of Sciences—National Research Council, 
Washington, D.C.) 


ANALYTICAL CHEMISTRY ’S circuiation 
of 25,042—concentrated in these 

Chemical and Process Industries—indicates 
how well it covers this vast market. 
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Dealers like this converted . . 


with display rooms like this. . 


.. to stores like this. . 


. . after pondering Crane show exhibits 


10,000 plumbing dealers see the light 


® TWENTY YEARS ago Crane Co., Ch 
cago manufacturer of plumbing ard 
heating equipment decided that 
dealers and contractors could make 
more sales and profits if they moved 
from alley or basement shops to 
better locations and used bette: 
display techniques 

So, Crane designed, mass-produced 
and offered dealers modern display 


attractive prices 


equipment at 
offered to supply store layouts 
merchandising 


suggested bette: 


methods and furnished well-illus- 


trated literature and direct mail 


preces 
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there are more 


It paid off. Today 
than 10,000 Crane 
modern merchandising methods in 


well kept, well laid out, and wel! 


dealers, using 


located stores 

The company knew that the public 
likes to see what it buys, and usually 
buys only what it sees; that a soiled 
toilet bowl sitting on a window bulk- 
head along with some rusted pipe 
and fittings is not a good display 
that a customer will often buy some- 
thing big on impulse when all he 
came for was a washer for his kitchen 
faucet; that it is profitable to locate 


a store in a “hot” spot where attrac- 


tive window displays will bring in 
foot traffic 

To share this thinking with plumb- 
ing and heating dealers and con- 
Crane trade 
shows. Exhibits at shows such as 
the “Master Plumbers’ Show,” held 
annually by the National Association 
of Master Plumbers, were used to 
let the dealer see firsthand the ad- 


tractors, turned to 


vantages of the “open front store.” 


Advance promotion had _ given 
dealers a good conception of the 
“open front but exhibits 
did a better job in three dimensions 


Additional store arrangement possi - 


store 
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bilities and dimensional drawings 
were shown in shadow boxes. And 
each dealer visiting a Crane exhibit 
received a “how to do it” book on 
display backgrounds 

Selling dealers on modern, stream- 
lined stores wasn't the only job 
Crane assigned to trade shows. The 
company also wanted to encourage 
dealers to stock a complete line of 
plumbing products in all availabl: 
price ranges, styles and colors 

Commenting on trade shows 
the Master Plumbers’ Show in par 
ticular C. J. Michael, manager of 
Crane’s display and exhibit depart- 
“We feel that 
Maste: 


Plumbers’ Shew has been a good in- 


ment, had this to say 
the money spent on the 
vestment. The plumbing and heating 
dvaler has proved his capacity to 
absorb merchandising ideas. As he 
becomes convinced that their adop- 
tion will further his interests, he will 
become more aggressive and enter- 
prising 

“Since the progressive dealer has 
proved beneficial and the backward 
dealer detrimental to our business, 
we are obviously anxious to set 
every dealer on the road to success- 
ful merchandising. We're convinced 
that trade shows and good exhibits 
have and will continue to help us in 
our efforts.” 
[7 . 


Plan first regional meeting 
of NIAA in San Francisco 


President John F 
of the National Industrial 


® SAN FRANCISCO 
Apsey, Jr 
Advertisers Association will speak 
here Oct. 29 at the first in a series of 
regional meetings of NIAA chapter 
leaders 

Mr. Apsey will present plans for 
cooperation among west coast chap- 
ters. Other speakers will 
Edward E. Beauchamp, advertising 
Lane-Wells Co Los An- 
B. Montague, U. S. Steel 
Co., Pittsburgh; and Richard W 
Darrow, director of public relations 
Glenn L. Martin Co., Baltimore 
President John J. O'Rourke of the 
San Francisco chapter, partner of 
Alport & O’Rourke 


Agency, will preside 


include 


engineer 


geles:; W 


Advertising 


Business paper circulation lists 


checked by Western Union 


® WESTERN UNIONS nationwide fa- 
cilities may become “assistant circu- 
lation departments” for many busi- 
ness papers. The company is offering 
a circulation verification service 
which has been used by a number oi 
well-known publishers. It works like 
this 

The publication supplies Western 
Union with its complete circulation 
list along with a list of questions 
to be answered about each name on 
the list. Then Western Union opera- 
tors telephone each person or com- 
pany on the list and get the answers 
The cost is 20c per name, but this 
figure varies widely for different 
jobs depending on number of ques- 
tions, number of names, the type of 
questions, and other factors 

One publication which has used 
the service is Machine & Tool Blue 
Book, a controlled circulation mag- 
azine published by Hitchcock Pub- 
lishing Co., Wheaton, Ill. Hitchcock 
had used questionnaires mailed to 
readers who were asked to verify 
titles, purchasing or specifying au- 
thority, correctness of spelling, etc 
However, even with a high percent- 
age of replies, the company was still 
left in the dark those who 
failed to answet 

Western Union was then brought 
into the picture, and agreed to do the 
job through its 1,642 offices in the 
areas. The Blue Book 


was run off in galley 


about 


indust. al 
mailing list 
form and pasted on 8%x11” sheets 
The galleys were geographically ar- 
ranged so that each set of sheets 
carried the publisher’s circulation 
list for a single city served by a 
Western Union office 

Lists for individual cities, along 
with full instructions, were mailed 
to local managers, who instructed 


their telephone each 


name to get, (1) verification of com- 


operators to 


pany name, address and postal zone 


number, (2) verification of name of 


individual and his title, (3) title and 
name of individual in charge of ma- 
chine, tool and production supplies 
buying if neither name nor title was 
publisher’s stencil, (4) 
name of plant superintendent if no 


shown on 


other name or title was shown, and 
(5) list of major products manufac- 
tured 

When the job was 
Western Union found it had made 
35,320 calls to the publication's read 
ers in 1,642 cities. Errors on the part 


completed, 


of the operators ran less than one- 
third of one per cent. The entire 
project was completed in less than 
30 days 

Robert Goodwin, Hitchcock's cir- 
said, “At 20¢ a 


name, our list was verified at a cost 


culation manager 
which was considerably less than if 
we had handled the job by mail, con- 
sidering the expense of follow-up 
letters combined with checking of 


local directories or other sources 





Ohio State University to hold 
industrial advertising clinic 


® COLUMBUS An industrial adver- 
tising clinic will be featured at the 
eighth annual advertising conference 
Oct. 19-20 at Ohio State University 

Speakers and topics will include 
Forrest U. Webster, Detroit 
consultant, “How Should We Adver- 
tise under CMP?”; Charles Farran, 
vice-president, Griswold-Eshleman 
Co., Cleveland, “Copy Tactics in a 
Economy”; and Robert 
Joyce, advertising manager, Auto- 
matic Sprinkler Corp., Youngstown, 
“Appropriation Trends and Inten- 
Gene Wedereit, advertising 
Girdler Corp. and Tube 
Louisville, will be clinic 
chairman, and Wilmer H. Cordes, 
general staff manager, American 
Steel & Wire Co., 


keynote speaker 


sales 


Defense 


tions.” 
director, 
Turns, 


Cleveland, will be 





Construction progress and your $ales 


revolve around the CIVIL ENGINEER! 





In all the engineered construction markets, the 
Civil Engineer is the mainspring and the final 
authority. He is responsible for the original plans. 
Then, in his supervisory capacity, he directs the 
selection of, and approves the purchase orders 
for, equipment, materials and services. He wields 
even greater purchasing authority as owner or 
key executive of contractor organizations. 


Whatever his title or function, the Civil Engineer 
is the man you want to sell ... and the only pub- 


UNIQUE OPPORTUNITY 
THAT COMES ONLY ONCE 
IN 100 YEARS 


By making 1952 a CIVIL ENGI 
NEERING year, you have an unusual 
opportunity to dramatize your com 
pany’s concribution to construction 
progress. Next year, CIVIL ENGI 
NEERING will help the American 
Society of Civil Engineers observe its 
first Centennial. Plan particularly for 
the “A Century of Engineering Prog 
ress” issue ia September, 1952. Write 
for full information 


lication that enables you to put your product facts 
before 32,000 Civil Engineers is CIVIL ENGI- 
NEERING, published by the American Society 
of Civil Engineers. 


Proof of CIVIL ENGINEERING'S high reader 
interest is evidenced by the 30,000 inquiries re- 
sulting from one issue alone. You can keep Civil 
Engineers thinking in terms of your equipment 
and materials by telling them “How and Why” 
in CIVIL ENGINEERING. 


ae tivi, \/ @ 
it ENGINEERING 


* The Magazine of Engineered Construction 
Published by 
The American Society of Civil Engineers 
33 West 29th Street, New York 18, N. Y. 
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News 


of industrial sales and advertising 


Designer flays show restrictions 


Du Pont specialist urges 
trade show management to allow 
more flexibility in booth design 


Trade 
nent restr j oO booth 


8 CHICAGO snow manage- 
height 

ake | impossibi« for exhibitors 
to display simply and effectively ir 
moderate-sized booths 


Mortellito, designer, E. I 


Du Pont, asserted at the 25th anni 


standard 


Dominico 


versary conference of the Exhibitors 
Advisory Council 

Addressing 500 members and 
iests, Mr. Mortellito declared 

Rules and regulations in most of 

present day trade shows are such 

mur designer is limited to the 

of nothing more than a 

reatment and anything 


an conjure up that is 


feasible below the belt line 

When we rent space for a booth 
we buy it by the square foot. How- 
eve we are telling a story in what 
to me is a designer IS a ¢ ubix space 
If you are buying that cubic space 
I do not see why you should not be 
able to use it.” 

He said that in a standard booth 
limited to eight-foot height the sales 
representative usually needs to have 
exhibited material at eve level 

Let us assume that this material 
must be seen from many sides and 
that it will be necessary for several 
technical and production people to 
observe and discuss this product at 
Mortellito said 


To do this exhibiting, discussion and 


the same time,” M: 


sales job simply and effectively, 
without superfluous tricks that may 


obscure your sales presentation, is 


impossible under the present regu- 


lations, in a standard booth ten feet 
wide, ten feet deep and eight feet 
high.” 

“Of this booth space, your designe 
can use only a fifth of the rented sur- 
face and a tenth of the rented cubi 
space for telling his story.” 

Urging show management to allow 
for “a more reasonable design flexi- 
bility,” he said that individual ex- 
hibitors would solve the problem of 
abuses of increased depth or exhibits 
that block adjacent exhibitors from 
view 

“I have heard it said that there are 
some men in this industry who are 
not considerate of their neighbors,” 
he said. “Part of this is due to pro- 
hibitive measures and lack of dignity 
Good 


things attract good thinking: no one 


in our existing formulaes 
is so embarrassed as the uncouth in 
the presence of culture, good taste 
and dignity.” 

Mr. Mortellito urged designers to 
remember that show exhibit design 
is not an esthetical device but strict- 
ly “a means of telling the sales story 
simply and effectively.” He said that 
the esthetical “misconception has led 
to disastrous experiences for many 


people in industry.” 


"Magazine of Building’ to split 





into two editions in J Y 


S NEW YORK The Magazine of 
Building will be 
editions, beginning with the January 


divided into two 


issues, one covering the housing in- 
dustry and the other covering com- 
mercial, industrial and institutional 
building 

Although a complete rate card has 
not yet been published, some rates 
have been established. A 
black-and-white advertiser 
both editions will pay $995 a page per 
insertion The 


who uses the housing edition only 


12-time 
using 
12-time advertise 
will pay $655 per ad, and the 12-time 
advertiser using the industrial edi- 
tion will pay $595 per ad 

At present, the publication which 
is published by Time, Inc., has a cir- 
culation of 65,742 and the 
rate per page is $695. The combined 


12-time 


circulation of the two editions will 
be more than 105,000, with the edi- 
tion on houses guaranteed at 60,000 





PICKING AN ADVERTISING AGENCY? 


The man picking an advertising agency has our sympathy. Picking 
clients isn’t easy either. 

The real mystery, however, is — why people do it the way they do! 
Picking an advertising agency doesn’t have to be a gamble. 


The fact that your wife studied art and likes the layouts — the fact 
that the agency did a marvelous job with that famous cosmetic, 
“Sweet Kisses at Dawn”— the fact that the agency is the largest or 
has the most famous name, does not necessarily make it an expert in 
the marketing problems of, let’s say, high pressure valves. 


The experience of agencies is as varied as the hues of the rainbow. 
Advertising and marketing are specialized things, dependent on the 
product and who buys and uses it. 

Somewhere there is an advertising agency that fits your organization: 
an agency that has had experience with your type of product in the 
fields in which you sell. The way to find your agency is to search it out 
on the basis of the value of their experience to you. Call the Agency 
in and hear the story before listening to biased misinformation of 
outsiders. You will save time, money and effort and find an organiza- 
tion that will be a helpful partner for many years. 

If you manufacture a product sold to industry or the farm market we 
may be that agency and our over 30 years of experience in these 
fields can help you. 


We'll be glad to tell you what we can do. 


__ 


RUSSELL T. GRAY, INC. 


205 West Wacker Drive, Chicago 6, Iliinois 
Telephone CEntral 6-7750 


* 
ADVERTISING TO BUSINESS, INDUSTRY AND AGRICULTURE SINCE 1917 
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r , 
Po some advertising men, trade 


papers appeer to be “white ele- 


phants.” They seem ponderous, 


slow-moving, and stuffy. 


fir Condizioning & Refrigeration 
Vews carries plenty of weight and 
loads of good meat. At the same 
time it's anything but ponderous 
and stuffy. Good humor and human 
interest enliven every issue. Editors 
of The News understand that busi- 
nessmen are human beings, and that 


“man cannot live by bread alone.” 


Advertisers can profit from these 
priceless added ingredients. Readers 
ot The 


of mind to become friendly with 


Vews are ina grand frame 


you and your products when you 
join their party. They know that 
The News is their intimate friend 
and defender. Instinctively theyll 
warm up to your message when they 
read it in Air 
Refrigeration News. BUSINESS 
NEWS PUBLISHING CO., 450 
W. Fort St., Detroit 26, Mich. 


Conditioning & 


and the buildings edition guaranteed 
at 45,000 

P. I. Prentice, editor and publisher, 
said that the magazines will continue 
to aim at the building professions 
He observed that the expansion was 
the first among magazines published 
by Time since 1936 when Life was 
introduced 

Discussing reasons for the move 
he said that “no one magazine can 
any longer hope to cover all the news 
and ideas our editors have for our 


readers.’ 


Advertising isn't selling, 
but it's cheaper, says Beard 


® SHAWNEE ON DELAWARE, PA The 
purpose of advertising is not to sell, 
but to help sell at a cost far lowe 
than salesmen’s salaries, commissions 


William K. Beard 


president, Associated Business Pub- 


and expenses 


lications, told the Insurance Adver- 
tising Conference 

We don't need advertising to sell 
“We can keep on 


adding salesmen to push up sales vol- 


goods,” he said 


ume. The joker is the vicious impact 
of cost “ 

“Advertising serves the salesman 
just as a machine tool or conveyor 
line serves the workman in the plant 
Advertising saves a salesman’s tim« 
his most valuable and expensive as- 
set. It takes part of the load off his 
back, and moves him more quickly 
toward a sale. Advertising mechani- 
zes his operation It cuts the cost of 
manufacturing an order, just as la- 
bor-saving machinery cuts the cost 

manufacturing a product 

je should advertise most when 
sales are hardest to get, when we 
need business most, and when we 
most need the economy of lower cost 
order production. That’s the logic of 
it. But look at the practice 

“Too many companies advertise 
most in the high periods of the busi- 
ness cycle; this contributes to booms 
They advertise least in the low 
which 


hurts the economy and sins against 


swiags, and boost the busts 


the rules of common sense 

“Marion Harper Jr., president of 
McCann-Erickson, in a speech a 
couple of years ago, urged that we 
spend 5° of our advertising budgets 
each year to find out how to adver- 


tise and 95% on advertising. If that 


Veteran 





idea were followed by more adver- 
tisers, it would perform a miracle 
‘So, let’s take facts to the boss 
facts about our own advertising, data 
he can digest along with the dolla 
commitments rational things, that 


he can say ‘yes’ to 


Mead werns against admen’s 


view of readership studi 





® NEW york .. Advertising men must 
be wary of other advertising men in 
their interpretation of ad readership 


Mead 


Chicago, warned 


studies, Fergus 
dent, Buchen Co 
delegates at the annual meeting of 
the Association of National Adver- 


vice-presi- 


users. 

“The advertising man as dis- 
tinguished from the pure researche: 

is usually trying to find that some- 
thing is true,” he said. “He can seize 
on a difference of half a percentage 
point and blow it up into incontrover 
tible evidence of indisputable leader- 
ship. We need constantly to be on 
guard against making statistics into 
symbols.” 

“There's a lot of research reports 
that don’t mention both sides of the 
case. They scream their heads otf 
about the top ten ads, but keep dis- 
creetly mum about the bottom ten 
Yet both contain truth 

“Thus 


data, validity of interpretation are 


objectivity, adequacy of 
the goals we must strive for as we at- 
tempt to make the readership re- 
searcher an ever more important 
member of the advertising team.” 





Tell it to Kimberly-Clark 


An idea exchange service for 


X-Ray booklet shows product's “insides"’ 
Want to make the inner construction of 
your product interesting and easily un 
derstood? We found the X-Ray Visual 
Sales Method most successful —a 5-page 
swetate booklet which demonstrates the 
step-by-step construction of our Sealy 
innerspring mattress. We have used it 
as d por ke t lemonstration prec c for 
retail salesmen. And, although some 
what more expensive than the usual 


t could be used effectively tor 


booklet 
lirect mail, roo. Now, when customers 
ask “Why ts your mattress better (or 


more expensive we Can Sf 


Converts photograph into line drawing 


If you have a photograph ot 
contrasting tones that ] 
view of a lan s tace 


verted into a postery 


very 

trasiy tat of the photograp! 

inate many middle values. Fron 

make a line cut on zinc and li che 
engraver to “let it come The result ts 
a line proof that retains the original's 
photographic Character; that has inter 


estingly textured shadow edges. To 


interpret the photograph as accurately 
would otherwise require an extremely 


} 


capable artist. Experience will tell where 


certain ‘key form’’ edge areas may need 
to be defined in the photostat to hold 
intelligibly in the zinc 

larence N. Jobnson 


Reincke, Meyer & Finn, ¢ 


advertisers and buyers of printing 


Keep your catalog up to date! 


Last tall when printing our 164-page 


/ 


photo supply catalog, we anticipated a 


flood of price changes in the ensuing 
1 provided a 1-inch blank 
j 


nonths, an 
column on the outside edge of each 
page headed “Latest Data.’ Then peri 
odically as required, we mailed out a 


sheet of 16 perforated 


gummed stickers 
covering the new prices Even new items 
are included on these stickers by pro 
viding a small thumbnail sketch and a 


brief description. In this way we have 


protected our original investment in an 
expensive catalog by keeping it useful 
and up to date week by week 

Ray Lambert, Advertising Manager, 


Hornstein Photo Sales, Inc., 


Chicago, Ill 


Do you have an item of interest? 
Tell it to Kimberly-Clark! 


Any item of interest 
pertaining to adver 
tising Of printing is 
acceptable, and be 

comes the property of 

Kimberly-Clark. For 

each published item 

a $50 Defense Bond 

will be awarded to 

the sender. In case of 

duplicate contribu 

tions, only the first 

received will be elig 

ible for an award. Address Idea Exchange 
Panel, Room 138, Kimberly-Clark Cor- 
poration, Neenah, Wisconsin 


* . > 


As paper is still on allocation, please 
help prevent the shortage from spread- 
ing further. And remember—you add 
crisp freshness and sparkling new sales 
appeal to all printing jobs 
with less waste 
fully-coated Kimberly-Clark printing 


at less cost, 
when they're done on 


papers. Use thern whenever possible 


Kimberly-Clark Corporation NEENAH, WISCONSIN 
\ainbeny Quality Machine-Coated Printing Papers 


Hifect* Enamel 


Lithofect* Offset Enamel 


Trufect* Multifect* 
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SELL DIRECT 


TO CERAMISTS 


VIA 


C.B. 


CERAMIC BULLETIN 


Ceramic Bulletin — read by the men 
who create ceramic business. C. B. 
offers the advertiser the concen- 
trated attention of 5,664 ceramists. 
These men read C. B. to gain knowl- 
edge of research happenings, proc- 
esses, and methods current in the 


" 5664 


CIRCULATION 


By Fields: Refractories, 23°/,; White 
Wares, 22°; Glass, 22°/,; Materials 
& Equipment, 8°; Structural Clay 
Products, 7°/,; Enamels, 10°/,; Design, 
4°/,; Educational, 2°/,; Miscellaneous, 
2%, 

By position: Ceramic Engineers, 
22.1%; Plant Mgrs. and Supt's, 
13.8%; Research Directors, 12.6%,; 
Presidents, 11.1%; Vice-Presidents, 
7.4°%/,; Chemists, 4.7°/,; Student Engi- 
neers, 16.6%; All Others, 11.7%. 


“Write fer en analysis of C. B.'s circuletion— 
see exoctly whe reeds C. 8. 


Ceramic Bulletin 
published by the 
American Ceramic Society 
2525 N. High St.. Columbus 2, Ohic 
Dept. C.8. 
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NIAA research institute may 
limit pledges to $5,000: Apsey 


® CHICAGO Funds solicited from 
contributors to the new NIAA Indus- 
trial Advertising Research Institute 
will range from a probable annual 
minimum of $250 to a maximum $5.,- 
000, NIAA President John F. Apsey, 
Jr., said at a meeting of the Chicago 
Business Papers Association 

He said that three-year pledges 
are sought to add strength to the in- 
stitute’s program. Justifying the $5.- 
000 limitation, Mr 

“We do not want even the stigma 
of control by contributors. The big- 
ger companies need NIAA less. So 


Apsey decleared 


the institute is encouraging smaller 
companies to contribute.” 

President Apsey, who is advertising 
manager, Black & Decker Mfg. Co 
Towson, Md., said that two criteria 
in choosing research projects will be 
“general interest to NIAA members 
and early and practical use.” Ques- 
tions that the institute is eager to in- 
vestigate, Mr. Apsey said, include 

What is the most effective, effi- 
cient unit of space? 

What type of exhibit sells hardest? 

What is the relation of inquiries to 
readership to sales? 

How do you best decide a budget? 

Is export advertising effective? 

How do you prepare the best cata- 


, , 
log 


The beginnings of research in busi- 
readership, Mr. Apsey 


erroneous 


ness paper 
said, have altered many 
conceptions 

‘Previously, circulation was the 
key to the sales story,” he said. “Al- 
though industrial admen aren't quite 
smart enough to see through the 
weird formulas researchers present 
recognize the competitive 
situation among business papers and 
we do recognize that creative selling 


we do 


is needed.” 

The competitiveness, he said, led 
to the Advertising Research Foun- 
dation studies of business paper 
readership, which “have benefited 
everyone.” Praising ARF studies, 
he said that more extensive and con- 
centrated research data are needed 
before accurate conclusions can be 
drawn. The institute, he said, intends 
to help fill the gap 


Baumgartner retires, sells 
"Pit & Quarry’ to employes 


® CHICAGO H. W. Baumgartner, 
founder and president of 35-year-old 
Pit & Quarry, has retired and sold 
his stock to the company’s employes. 

The new stockholders include edi- 
torial, advertising and production 
employes. They elected James E. 
Montgomery president to succeed 
Mr. Baumgartner. Mr. Montgomery, 
who has been with the publication 
since its start, became advertising 
manager in 1932 and vice-president 
in 1946 

Ray L. Smith, Jr., circulation man- 
ager who has been with the publica- 
tion since 1943, and W. A. Wilson, 
eastern advertising manager since 
1939, were elected vice-presidents 
William T. Klussman, who joined the 
staff in 1923, was re-elected secretary 
and is the new treasurer. Stockhold- 
ers include Editor-in-Chief Walte: 
E. Trauffer 


Sweet's Catalog Service makes 
changes in its market files 


® NEw york . . Several changes will 

» made in specialized market files 
of Sweet's Catalog Service division of 
F. W. Dodge Corp., effective with the 
1953 editions. 

A new file will be added, entitled 
Machine Tool Catalogs, for machine 
tool builders and buyers. The three 
present files for the mechanical in- 
dustries, the process industries, and 
power plants will be consolidated as 
the Plant Engineering File. Sweet's 
File for Product Designers will be re- 
named Product Design File 

No change is contemplated in the 


company’s rate scale 


A. E. Cripys . . former eastern « 
jirector, A. O 2 
New Yor 


rt saies Gepartment tor 


npps, inc 


1on-competitive manuiccturer 


ndustrial and m 


John F. Spaulding . . form 
f the Buffal N 
Decker Mig 

appointed sales m mpany 
Mr. Spaulding Treslar 
newly-apr harg 


i sqmes 
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CONOVER-MAST 
PURCHASING 
DIRECTORY 


THOMAS 
REGISTER 


MacRAE'S 
BLUE BOOK 


Total Circulation 
17,896 
(CCA-) 

Dec. 1950 


Total Circulation 
20,165 
(ABC-) 

Dec. 1950 


Tete! Circulation 
24,818" 
(CCA-) 

Dec. 1950 











"Issued semiannually. Eoch issue covers half the circulation 


No circulation duplication between two consecutive editions. 


Almost Twice As Much 
MANUFACTURING CIRCULATION 
As Any Other Directory 


Yes, and more manufacturing circulation with 
the Conover-Mast Purcuasinc Directory than 
with the other two directories combined. That’s 
quite a bonus, especially since the circulation 
is confined to the larger plants—those that do 


80% to 99% of the buying. 


onover Mast 
PURCHASING 


DIRECTORY 


In the Industrial Field 


Sor RESULTS 


When Selecting Sources of Supply 
THIS BOOK IS USED 


Whether it is because of its completeness, ease of handling, 
[compactness, or whatever the reason for using Conover-Mast 
Purcuasinc Directory at the time of selecting sources of 
supply for equipment, parts, and materials, the fact that it 
is used is your assurance of getting results from advertising 
in this widest directory coverage of industrial buyers. Below 
are quotations from signed original letters. The file of 
thousands of such letters is open for inspection by anyone 
at any time in our New York office 


Automotive Parts Manufacturer. 

“Only directory used in our 

plant for some time.” 
Signed—Purchasing Agent 


Paper Manufacturer. “Answers 
our requirements better than 
any other.” 

Signed—Purchasing Agent 


Equipment Manufacturer. “Due 
to compactness and ‘easy to find’ 
characteristics, we prefer it to 
all others.” 

Signed—Purchasing Agent 


Railroad. “Invaluable. Its size 
recommends it. So many direc- 
tories are cumbersome. Yours is 
a quick reference volume.” 
Signed—Storekeeper 


Powder Company. “Kept within 
easy reach as we consult it on 
practically every new purchase.” 
Signed—Maintenance Engineer 


Power Plant Equipment Manu- 
facturer. “We use this directory 
exclusively for locating sources 
of all types of material and ma- 
chinery.” 

Signed—Industrial Engineer 


Cable Manufacturer. “Most used 
directory both in our office and 
in the factory.” 

Signed—Plant Engineer 


Automotive Parts Manufacturer. 

“This is the most used directory 

in the plant.” 
Signed—Production Engineer 


Manufacturer of Chemicals.“Our 
shortest cut for purchasing in- 
formation.” 

Signed—Plant Buyer 


Machine Manufacturer. “We use 
it in preference to any other.” 
Signed—V. P. & Pur. Agent 


The Conover-Mast Purcuasinc Drirecrory is your best channel 
for the presentation of your sales story and product facts to the 
buyers and specifiers of equipment, parts, materials, and supplies 
needed in industry. 


Chicago 11, !ll., 737 North Michigan Ave. 

New York 17, N. Y., 205 East 42nd St... . 
Cleveland 14, Ohio, 435 Leader Bidg. 

Los Angeles 36, Calif., 5478 Wilshire Blvd . 
Philadelphia, Pa., 333 Kent Rd., Bala-Cynwyd.... 
Birminghom, Mich., 1796 Groefield Ave... . 
Taunton, Mass., 9 Earl St.. 

Westport, Conn., Boy St 

Packanack Loke, N. J., 114 Beechwood Drive 


Whiteholl 46612 
Murray Hill 9-3250 
Cherry 1-7788 
Whitney 8055 

Welsh Valley 4-497) 

. Midwest 48198 
.Taunton 2-1987 
Westport 2-3106 
Mountain View 8-0255 
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Advertising Managers 
Public Relations Executives 
Publishers 

Association Secretaries 
House Organ Editors. . . 


\es! 
4 


savl gs 


even 


day! 


There’s real savings in the new 
type mailing envelope developed 
by Equitable Paper Bag Co. 

MB SLASHES COSTS— new style 
construction on special high 
speed machinery. 

i STURDY CONSTRUCTION — 
extra long flap to “lock” your 
publication in the envelope. 
Rugged, well pasted seams and 
bottoms and 100°% kraft. 

Wy IMPROVES APPEARANCE — 
safe arrival and clean delivery. 
WB SAFETY EDGES—soft flap and 
lip edges eliminate cut fingers, 
speed insertion time. 








If you use 100,000 or more an- 
nually, it's worth money to 
investigate. For full data, send 
sizes and annual amounts today! 


EQUITABLE PAPER BAG CO., Inc. 


45-50 Von Dam Street, 
long island City 1, N.Y. 
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ARF reorganizes to broaden 
research; admits advertisers 


© NEW yorkK .. The Advertising Re- 
search Foundation has been reor- 
ganized to finance broader research 
activities 

The reorganization permits in- 
dividual advertisers, agencies and 
media to join ARF as participating 
subscribers, or sponsors. Formerly, 
ARF was sponsored jointly by the 
American Association of Advertising 
Agencies and the Association of Na- 
tional Advertisers 

Both associations have become 
founder subscribers and have paid 
$7,500 each for their first annual 
subscriptions. Subscriptions for othe: 
subscribers will range from $150 to 
$2,000 depending on size of the ad- 
ertiser, agency or publication 

Under the new organization, sub- 
scriptions will pay the cost of ARF 
appraisals of media research reports 
for the exclusive benefit of sub- 
scribers and will pay the cost of 
small experimental studies initiated 
by ARF in the industry’s interest 

Larger studies will continue to be 
financed by special underwriting 
ARF’s big undertaking in the indus- 
trial field was the series of four 
studies of business paper readershi: 

a study financed largely by Asso- 
ciated Business Publications 

The reorganization was announced 
by H. M. Warren, chairman of the 
board of ARF, at the 42nd annual 


trenags in many 
ertising and sell 
start of each monthly 


ve 


I 


meeting of ANA. He said that the 
changes were made because ARF had 
not had sufficient funds to meet de- 
mands for advertising research of 
types other than its continuing 
readership and audience studies of 
printed media. He said that sub- 
scriptions will help defray cost of 
“other types of information essential 
to the improvement and advance- 
ment of advertising.” 

Functions of ARF as it is recon- 
stituted, Mr. Warren said, include: 

1. Supervise the conduct of re- 
search studies that are of general in- 
terest to subscribers 

2. Review and appraise media re- 
search reports for the exclusive bene- 
fit of subscribers 

3. Make general advisory facilities 
available to media subscribers 

4. Supervise in complete detail and 
validate media studies 

5. Perform other functions neces- 
sary and proper to further scientific 
practices in advertising and market- 
ing by fostering research 

The reconstitution of ARF marks 
the culmination of more than a year’s 
work by the directors, Mr. Warren 
said, and emphasizes the need for 
more and better research in adver- 


tising 


Arthur F. Kramer . . 


evelopments in radi 
were analyzed by Robert V 


f radi ana television 





The quickest, 


most direct route to the 


men with buying influence in the 


steel fabricating industry is through 


Steel Processing 


the engineering and operating authority for the processor of steel 


If your sales efforts are directed to the officials 
of forging, pressworking and heat treating 
operations, Steel Processing can do the job 
quicker and with greater saturation. No other 
trade magazine in the field offers more 
economic and yet thorough coverage of this 
enormous market. 

With careful auditing of circulation (CCA), 
over 8,000 copies are distributed monthly to 
plant executives, managers, production mana- 
gers, master mechanics, foremen, metallur- 


gists and purchasing agents. 


Presented in shop language, Steel Process- 


ing is written exclusively for the processor of 
steel. Use the straight line that reduces the 
distance between you and your prospects... 
STEEL PROCESSING! 


Use it regularly! 


Steel Processing 


Published by 
STEEL PUBLICATIONS, INCORPORATED 
4 Smithfield Street Pittsburgh, Pa. 
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Washington 
Mission... 


Wall 


Street Journal acc omplishes an 


Every DUSIM y The 


all-important mission in Wash- 
rton—that of informing the 
making and poli ex 

itives of the day's 


usiness and politi- 


al has just com 


irve ot 


its readers 
nportant departments 
cies in thede 

obs in Wash 

lo mention only a few: 
Committee Chair 

14 Senator S in the 
nse Mobilization 

ce of the Secre 

pag 5 n the 

W rite us 
of this 


dentified readers in 


dents Cabinet 


uu would like a copy 


( apitol 


and de 
sing in The 
same care- 


the edito- 


If you want to penetrate the policy 
making... pelicy executing Washington 
market, The Wall Street Journal should 
head your list, too. 


The Wall Street Journal 


hblish 


few tort Cheago 
‘4 Broad Si t Grand Ave ; 


j 
148 / Industrial Marketing 


Columbian's flood recovery 





bian sign hanging out front. Clamber- 
ing up a ladder, he found his desk 
and his camera, safe and dry 
Mr. Robinson ther 


ferry-boat friend on his rescue mis- 


followed his 


sions, snapping pictures that were to 
beat” commercial photographers in 
flood coverage. The pictures included 
rescues of many of the 42 Columbian 
employes stranded on the plant roof 
and atop nearby trucks. In less than 


15 minutes fter the flood gate 


crumpled and nine minutes after the 


switchboard warning escape from 
Columbian buildings by foot was cut 
off 

Mr. Robinson's pictures, which in- 
cluded not only the flood crest dam- 
age but the story of the receding 
flood waters and the debris and the 
silt 18 inches deep, were incorporated 
booklet pub- 


headed, 


in a 32-page, 7x54” 


lished by Columbian and 
Black Friday the 13th.” 
The booklet, all but two pages of 
which are devoted to Mr. Robinson’s 
pictures, was mailed to customers as 
the most dramatic and effective way 
to explain the company’s predica- 
ment, the inevitable delays of de- 
livery and plans for the future. The 
booklet, of which 44,000 copies were 


printed initially, was a quick sub- 


stitute for individual letters to every 
customer and told better than words 
why Columbian would not be back 
in full production for six weeks 

The response was so immediate and 
unexpected that the advertising de- 
partment quickly ordered an addi- 
tional 20,000 copies which were put 
to a remarkable variety of promo- 
tional uses 

The only two pages not occupied 
by the pictures carried a foreword 
by President Kramer, who simply 
and stirringly tells the terrible story 
of the flood and its toll of life and 


property He conciudes 


“As I stood on the 12th Street 
viaduct watching Columbian’s tanks 
of every description floating away 
some never to be recovered and manv 
to be damaged beyond repair, I re- 
flected upon the thoughts. my fathe: 
must have had when Columbian ex- 
perienced its first flood in 1903. As 
I calculated our losses and considered 
the tremendous task of salvage and 
cleaning up, I recalled that he had 
not despaired. Instead, the company 
he founded in 1893 maintained a 
steady record of progress 

“This then is our ambition, to make 
a complete and rapid recovery as he 
did Within a month, or about 
Sept. 1, we expect to be in full pro- 
duction again.” 

While the 


printed 


booklet was being 


several employes of the 





TO NUTS 


iy 


‘(—~ +) 


LET PF DECALS put new life into your sales picture! Send 
today for the 16-page booklet, DECAL-WAYS TO SALES plus 
ee samples of PF decals. See the brilliant, true-color reproduction, 


ease of application! And remember, PF decals are tailormade = 


special decals can be designed for best service on your products. 


ecals 


brand your product, 
Sell in cost-jree space! 


PALM, F 


art services, consultations and estimates without obligation 


Address Dept. 1M10,220 West 42 Street, New York 18, N. Y. 


CHTIELER & CO. 


NEW YORK: E. LIVERPOOL, OHIO + CHICAGO 


* 
* 
* 
* 
* 
* 
* 
* 
* 
* 
* 
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why transit men read | 
ee TRANSPORTATION 











here’s no fiction in MASS 
Transportation. But transit men 
enjoy it anyway—even in bed, says 
one subscriber. He claims to spend 
several evenings digging into each 
issue before pulling up the covers. 


That's readership! 


And look at the way ALL 
MASS READERS study each copy 


hours, 13 minutes average 
reading time per issue. Compare 
that with a 7-minute average on 
ordinary magazines that are mere- 


ly “thumbed” through! 


569% take MASS home, read it 
in several sittings. No wonder 
advertisements get attention, with 


cover-to-cover readership like this! 


For advertising that brings re- 
sults, put your message in MASS 
Transportation — read most and 
enjoyed most by the men who 


count most A ’ 


SEE SRDS CLASS. 21—OR 
WRITE FOR RATE CARD. 


TRANSPORTATION 


222 W. ADAMS ST. 
CHICAGO 6, ILLINOIS 


printing company “borrowed” more 
than 200 copies. This small and un- 
planned distribution resulted in a 
deluge of telephone calls from cus- 
tomers, suppliers and other citizens 
requesting copies before sample 
handfolded copies were available to 
Columbian executives. Management 
personnel, which had been doubt- 


booklet, 


requisitioned several hundred copies 


ful about releasing the 
for private use 
Finally, with the entire office force 
stuffing 40,000 envelopes for quick 
mailing to the company’s complete 
lists, several hundred more copies 
were filched by Columbian’s own em- 
ployes. Inquiries resulting from this 
additional limited, informal distribu- 
tion were a hint of the tremendous 
and immediate response to come from 
the mailing 
Mailing list prospects became po- 
tential or promised customers, writ- 
ing letters with such quotations as 
We have never bought anything 
from you, but after looking over your 
booklet 
I have been heckling you about 
shipments, but after seeing your 
booklet the least I can say is I am 
shamed 
Ship whenever you can 
That last quote, or an approxima- 
it, came from scores of cus- 
booklet 


Hundreds more asked for catalogs or 


in reply to the 


r prices on specific items. Suppliers 
{fered aid. Replacement materials 
vere supplied quickly. The big steel 

ls offered extended credit terms 

After the 20,000-copy re-run, mail- 

; were expanded to U.S. congress- 
officials, chambers of com- 


ayors and “thought lead- 


At the insistence of a local Eastman 
Kodak merchant that the booklet 
A better than the commercial 

yhlets (which were limited 
sely to aerial views) and could be 
d for 25c, Columbian “wholesaled” 
all that could 


They sold out in two 


1,000 copies to him 
be spared 
weeks. (Mr. Robinson's apparent ad- 
photog- 
raphe rs flood 


ight him far inside the area around 


vantage over commercial 


resulted when the 


vhich police quickly threw a cordon 
Other photographers were not so 
cKy.) 

were 


Company employes, who 


given three copies each, purchased 
300 copies more at cost. 

As a friendly community gesture 

and a further promotion . . quan- 
tities of the booklet were offered to 
other flood-stricken companies at 
cost to send with a letter on their own 
stationery to their own customers. 
Eighteen companies accepted the of- 
fer 

The Kansas City Live Stock Ex- 
change purchased 1,000 copies for 


distribution to 4-H Club youths as a 
part of their fall education program 
The youngsters eventually will be 
prospective customers for Columbian 
farm equipment products 

Months after publication, inquiries 
about the booklet continued to come 
in from public libraries and schools. 
INDUSTRIAL MARKETING’S original in- 
quiry was among 29 inquiries in one 
morning 

Columbian reached its objective, 
stated in the booklet, of returning 
to full production by Sept. 1. And on 
the human side, Advertising Manager 
Robinson was promised a new com- 
pany car to repla e or re failed 


to Save 





American Society for Metals . . 


Lee Trenholm . 





HOSPITAL MANAGEMENT 

KEEPS DEPARTMENT HEADS 
IN TOUCH WITH BEST IDEAS 
AND LATEST DEVELOPMENTS 


Says: DEAN A. CLARK, M. D 
General Director Massachuseit Z 
MASSACHUSETTS GENERAL HOSPITAL , Mma Heiter 


Peston 14 


Shown above is but a portion of Massachusetts 
General. The institution includes Phillips House 
Baker Memorial, Huntington Memorial, Vincent 
Memorial, and Hall-Mercer Hospitals 


DEPARTMENTAL READERSHIP 
PROVIDES EFFECTIVE BUYER-COVERAGE 


Hospital Management's readership at successive levels of buying 
influence makes it the number one selling implement in the great and 
growing hospital market. And this is not the ordinary type of ‘pass 
along” readership—it is purposeful penetration, deliberately achieved 
by editorial departmentalization to coincide with the departmentali 
zation of the hospitals themselves. The publication is so edited as 
» make it must reading for every department head—the buying influ 
ences that must be reached to do an effective selling job 

Hospital Management's penetration is stimulated by superintendents 
welcomed by department heads. Years ago, 75%. of superintendents 
reported that they routed the magazine to their department heads. In 
the latest readership study this figure has gone up to 88.56%. Here is 
the most emphatic proof imaginable that our editorial departmental- 
zation is giving you the penetration you need to do a complete and 
effective selling job! No wonder those who know the market best 


consider Hospital Management a must buy in this field 


Hospital oo 
Management 200 EAST ILLINOIS STREET + CHICAGO 11, ILLINOIS 


READ MOST BY MOST HOSPITAL EXECUTIVES 
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°33,000 


from the 


RIGHT Envelope 


This 144-page, pocket 
size Handbook — con- 
cise, complete, outhori- 
tative — is crammed 
full of new profit op- 
portunities for you. 





The mailings, the lists, the offers were 
essentially the same. But careful testing 
showed that of three different types of 
“outlook” envelopes, one produced 54% 
greater returns — an annual potential of 
$33,000 additional business for the direct 
mail advertiser who made the test 

It pays to use the RIGHT envelope 
And now, with this new “Handbook of 
Envelope Products and Purposes,” U.S.E. 
makes it easy to find just the right en- 
velope tor every job 


Available on request through 
print rs, pape rand enve lope mer- 
chants. Reserve your copy now. 


UNITED STATES ENVELOPE CO. 


14 Divisions from Coast to Coast 


SPRINGFIELD 2, MASSACHUSETTS 


Stockholder’s survey 


ge 40 








For Up-to-the-Minute Market and Media Data 


new 


use your 


1952 edition of the 


MARKET DATA & DIRECTORY NUMBER, 
INDUSTRIAL MARKETING 








in addition to annual reports, the 
stockholders most strongly favored 
quarterly earnings statements en- 
closed with dividend checks. The 
question and tabulated answers 


wist kr 


A sample questionnaire was sent 
to 100 corporation executives, finan- 
cial institutions and stockholders 
An accompanying letter asked for 
suggestions and cooperation in the 
survey. After this and a pilot survey, 
a final questionnaire was sent to 
13,142 stockholders throughout the 
country. Return was 13.4‘ more 
than 1,000 stockholders 

The respondent was asked the 
number of companies in which he 
owned stock. Average number was 
13.7 companies per stockholder 

A space was provided in the ques- 
tionnaire for comments. Reuter & 
Bragdon observed 

“Of the shareholders who wrote 
special comments, many indicated 
their distrust of management and 
felt that all directors and officers 
should be required to own shares of 
stock in their own companies. It is 
suggested that such distrust may be 
due in the main to lack of informa- 
tion about their officers and direc- 
tors, e. g.. who they are, their busi- 
ness experience, the reasons why it 
may be desirable that officers or di- 
rectors should not own shares of 
stock.” 


L. Charles Underwood . . for 





Look who the 


circulation men are for 
CONSTRUCTION EQUIPMENT 


magazine! 


See that fellow on the left, demonstrating a tractor- 
scraper to the superintendent on an earthmoving 
job? He's one of the circulation men for CONSTRUC- 
TION EQUIPMENT. 

That's right — construction equipment distribu- 
tors’ salesmen — more than 700 of them, working 
every trading area in the United States and Canada 
new 


— maintain the circulation of this 


magazine. They are the only men who know, the 


unique, 


only men who can know who the real buyers are, 
and where to locate them, in the constantly shifting 
construction market. 

These salesmen work hand in glove with con- 
tractors and other users of construction equipment 
in their territories. The moment a job is started, 


America’s Fastest Growing Trade Magazine 
A CONOVER-MAST PUBLICATION 


they see to it that CONSTRUCTION EQUIPMENT is on 
the job, in the hands of those vested with the respon- 
sibility of buying construction equipment — when 
they're in the market to buy! 

That's one of the reasons why such a high propor- 
tion of inquiries result in sales for CONSTRUCTION 
EQUIPMENT advertisers ... why the number of these 
advertisers has quadrupled in the last six months! 

Find out, fully, how CONSTRUCTION EQUIPMENT 
magazine’s unique circulation method works, and 
how it can work for you. See how America’s fastest- 
growing industrial magazine cuts the cost of selling 
to the construction industry. Write for brochure 
today. Construction Equipment, 205 East 42nd 


Street, New York 17, N. Y. 


October i951 / 181 





“Ihe TOOL 
ENGINEER. 


develops 
our market 


A “tool engineer” is a man 
whose job it is to plan and equip 
the processes of manufacture in 
his own plant whether he carries 
the title of President or Master 
Mechanic, Manufacturing Man- 
ager or Production Engineer. 


His influence in initiating pur- 
chases is enormous. 
88°% in plants over 5000 em 
ployees according to a recent 
study (copy on request). 
He goes farther than that. He 
selects the type and make as 
well. 
98% in the electrical industry 
60° in automotive and parts 
75% in plants over 5000, ac 
cording to the same study 
Tell him what you have in the 
way of machines, tools, gages, 
materials or other equipment 
and processes. If his company 
can use them effectively, he 
goes to work for you. 
lf he is one of the 18,000 mem- 
bers of the ASTE, you can best 
tell him your story through his 
own publication . . . 


Jheloo!l 
Engimeer 


PUBLICATION OF THE AMERICAN 
SOCIETY OF TOOL ENGINEERS 


top management 


OTUTY1 





equipment while the other produces 
highly specialized welded wire prod- 
icts. Both divisions advertise inde- 
pendently 

Our basic products remain much 
the same throughout the years. Con- 
sequently, our advertising for such 
products must lean heavily upon 
facts, figures and a record of quality, 
plus performance. Such equipment 
does not readily adapt itself to the 
bright and flashy new “Calendar- 
year Campaigns.” 

Certainly, in our enthusiasm over 
the announcement of a new develop- 
ment or product, we have been 
tempted to try our hand at the flam- 
boyant; however, years of experi- 
ence have proved financially conclu- 
sive that certain things are “expect- 
ed” of an old line concern 

We are not conservatists by any 
means, yet we do work our adver- 
tisements overtime, repeating as fre- 
quently as deemed necessary to 
achieve the desired result 

As long as our campaign produces 
esults, we will remain with the 
ypinion that a consistant program 
scheduled over the years is far more 
practical than the sporadic, frequent- 
ly rejuvenated campaign that has 

1e and gone before being recog- 


ized 


A. D. R. Fraser 


® In the planning of our advertising 
ind sales promotion effort, to date, 
we have not felt that an annual 
change of campaign was necessary 
It is our feeling that in advertising 
to the ever expanding electrical in- 
dustry, as we do, continuity of theme 
s important. As a growth company 


“The TOOL 
ENGINEER 


develops 


your market 


18,000 tool engineers through 
their own Society, the American 
Society of Tool Engineers, pub- 
lish a@ magazine — the TOOL 
ENGINEER — to keep them- 
selves informed of the latest 
and best in the way of processes, 
equipment and materials. 


If you have a product that will 
increase manufacturing effi- 
ciency, reduce costs or boost 
output, you will find a ready 
audience among these tool en- 


gineers. 


lf they like what you have to 
offer they will develop your 
market by recommending your 
product to their own companies. 
There is no better way to reach 
these key men than through the 
advertising pages of their own 
publication . 


A.S.T.E. BUILDING 
10700 PURITAN AVE., DETROIT 21 





our chief advertising goal has been to 
familiarize the market with our trade 
names and to establish product, as 
well as company prestige. This in it- 
self, we believe, calls for continued 
and repetitive effort 

Further, we feel that in our typ« 
of business a period of one year is 
not sufficiently long to attain pene- 
tration and create a lasting impres- 
sion. We do plan and conduct special 
campaigns connected with the intro- 
duction of new product developments 
In such cases our timing has been 
prompted by the circumstances at 
tendant to the development rathe: 
than following any predetermined 
pattern 

In selling electrical wires and 
cables, our advertising problem is 
primarily that of establishing brand 
preference for our product. This, we 
believe, is best accomplished by con- 
tinued statement of product qualifi- 
cations. For the most part, our ap- 
peal is to technically trained readers 
who are interested only in factual 
product advantages. With this type of 
readership, it is our opinion that more 
is to be gained through a constant 
build-up of knowledge concerning 
our product and company, than by 
annual change of campaign 


What teachers want 





(1) stories in education journals, 
(2) materials centers at universities, 
colleges, and state departments of 
education, (3) exhibits and displays 
at education conventions, (4) direct 
mail, (5) indexes, directories and 
guides which list 
teaching materials, (6) school prin- 
cipals, supervisors, and audio-visual 


supplementary 


directors, and (7) in-service work- 
shops and conferences 

The study, financed by the Ameri- 
can Iron & Steel Institute, and con- 
ducted by Hill & Knowlton, Inc., 
with the cooperation of George Pea- 
body College for Teachers, Nashville, 
Tenn., was undertaken in 1949 

The complete findings have been 
published in a 52-page booklet, 
“Education & Industry Cooperate.” 
Copies are available without charge 
from Hill & Knowlton, Inc., Pub- 
lic Relations Counsel, 350 Fifth Ave., 
New York, 1, N. Y. 


*Midwest Purchasing Agent magazine 
answers the same questions you'd ask 
a salesman before you hire him. See 
why MPA ranks tops in its field with 
national advertisers to industry. 


Does he know 
the market? 


intimately! As official organ of the powerful 
Purchasing Agents’ Associations in the Mid- 
west, MPA “Knows more than 3,800 P. A.'s 
in the World's richest concentration of 
industrial buying power! 


Are prospects 
glad to see him? 


And how! MPA announces Association affairs 
and activities which they meed to read, also 


Ives, their coll 





current news of th 
and industry which they want to read 


cover the ground? 

Thoroughly! 100% readership among the 
men who bay in “the heart of industrial 
America,” the greatest, diversified indus- 
trial area on earth. A fast growing, 90- 
billion-dollar market! 


wWIDWEST 
ASS 


PURCHASING 
A ‘> 


Industrie! “‘retio map" of the U. S. 
shows area of each state in exoct 
proportion to its manufacturing. MPA 
sells to the “‘heart."' Send for FREE 
*“*Retioc Map’ and market data today! 


producer? 


Wow! Ask (steel) U. S., Republic, Ryerson, 
Williams; (brass) Bridgeport, Chase, Scovill, 
American; (oil) Standard, Cities Service; 
(packaging) Hinde & Dauch, Robert Gair; 
(brushes) Osborn; (castings) Eaton; and 
others. Over 50% of the space is used by 
‘national’ advertisers. 


Is he 
expensive? 


Here's o pleasant surprise! MPA concentrates 
in the value-packed, industrial Mid-west — 
no costly trips to outposts. You get much 
more for your space dollar in MPA—a big, 
200-pager, carrying “national” features of 
“regional” rates! Check SRDS and see for 
yourself—or inquire direct. Complete infor- 
mation, gladly—no obligation. 


645 Penton Building 
Cleveland 13, Ohio 
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The Super-Market In the ¥ of America’s Industrial Future 


Majority Rules! 


rt 


CONSTRUCTION MEN 
PREFER—Construction News Monthly 


To the question: “W hich Construction 
Publication Do You Read Most Thor- 
oughly?” 79.50% preferred CON. 
STRUCTION NEWS MONTHLY 





This amazing fact was learned in a readership survey conduct: by Re- 
search Report Co. (Ne publication names were listed readers had to 
WRITE in the names on the questionnaire!) CONSTRUCTION NEWS 
MONTHLY scored this great majority—the next highest being read in 
our own great SIX-STATE AREA by only 10.25%. (Some got no mention 


ut all 
This is the result of giving readers what they want (listing BIDS WANTED, 


CONTRACT LETTINGS, ete the lifeblood of the industry!) 


Proof of what we call "EAGER READERSHIP" 


What greater foundation can any advertising have than such a magnifi 
eption for a publication! And with concentrated and thorough cover 
onstruction work is BOOMING! Con 


rent tee 
ing of a wealthy area in which « 
sider this “must” for your 1952 schedule! 


Send for complete report on survey 
and other data you will want to know. 


OVER 6,500 READERS 


ONSTRUCTION 
NEWS MONTHLY 


Reporting 
CONSTRUCTION ACTIVITIES 
In Oklahoma, Eastern Missouri, | ** | 
Arkansas, Western Tennessee, 
Mississippi and Louisiana 


i ee en ee 2 ee 








This Emblem Means 
IT’S EASY FOR YOU & Directory Number 


to Get Media and Market Data 


Annual Market Data 


When you see it in the advertisements of business publications — in their 
promotion copy in folders, on blotters, in circulars— you are being 
reminded that the publication has filed its complete reference data in The 
Market Dota & Directory Number. it means you can find facts on the pub- 
lication’s editorial services, circulation, influence, market studies, and 
similar information, adjacent to complete data on the market it serves. 





Onl 


WY 


The following changes in business paper 
specications have been announced since 
the Market Data Book number of Industrial 





Marketing went to press. 


Aviation Week 


Bus & Truck Transport in Canada 


Canadian Mining Journal 


Construction Equipment Operation 


& Maintenance 


Engineering & Mining Journal 





WANTED 


2 top-notch creative writers 


Fire Engineering 


> 
New 


Manutacturing Confectioner 


w effect 


e ¢ eof industrial catalogs who wante « « 


to be more than pencil pushers 


Probably most of you who read this ad will think of a job 
in a Catalog Division as “just one of those dull jobs”. Yet, 
actually, we consider catalogs a vital factor in developing 
a sale—an essential link between Advertising and Sales 
Promotion and Personal Salesmanship. 
WHO ARE WE? 
A large manufacturer of industrial products located in 
Western Pennsylvania—with a Catalog Division of some 
Purchasing News 20 people responsible for an annual budget that tops seven 
w éllectie figures. 


Modern Medicine of Canada 


. + 
vew rates, effective 


WHAT'S THE OPPORTUNITY ? 


There's an opportunity in our constantly growing Company 
for two experienced catalog writers with real creative abil- 
ity. These are not pencil-pushing desk jobs. The men se- 
lected will be responsible for planning and developing 
catalog information based on frequent contacts with the 
sales and engineering personnel of the Manufacturing 
Divisions of our company. 


SOUND INTERESTING TO YOU? 


Then write us a letter telling your experience and ability to 
handle one of these two jobs—and attach a sheet detailing 
your personal data, your education and your work experi- 
ence. In addition a realistic salary figure—not an inflated 
bargaining figure—will be most helpful. 


WHO WILL GET THESE TWO JOBS? 


Your qualifications will be studied by a management com- 
mittee. The leading candidates will be interviewed person- 
ally—and the two men best qualified will be offered jobs 
at salaries commensurate with their qualifications and the 
Roads & Streets responsibilities they will assume in our Catalog Division. 


SEND YOUR LETTER NOW! 


Now is a good time to write that letter as we will fill these 
jobs within the next four to six weeks. Address: 


BOX 448, INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11, Ill. 


Railway Age 


Railway Signaling 6 Communications 


w eff 


tober 1951 / 188 











Here is a gift that 

will be accorded 

an honored place 
in libraries 


everywhere 


The Significant Sixty 

tensely interesting historical 
ew of the amazing progress 
the 12% billion dollar meat 


dustry will he published in 
cember, 1951 
The growth of the meat industry 
from small groups of local of 
erators doing a seasonal business 
its prese nt position as the na 
tion s greatest industry is a tas 
nating story liberally illustrate 
with sketches. drawings. and phe 


' } 
i < 


The graphic comparison of th 


operating methods and practices 
f the past 60 vears with the mo 
ern, scientific methods of today 
serves to illustrate the fact that 
the meat industry has made 
more progress 


vears than in a 

recorded history 

Demand for copies of The Signif 
icant Sixty indicates that the 
first limited printing of 15,000 
copies will be oversold before 
public ation 

The Significant Sixty” is destined 
to be the best read. most 

book ever published for 

dustry 

As an app 


The Significant Sixty” will serve 


ciated gilt, copies of 
as a reminder of the giver for 
many years to come 

Packaged in individual mailing 
cartons, $2.25 per copy, postage 
paid 

Order copies for your library and 
research de partment 

for the important people 


business life 


THE MEAT INDUSTRY'S 
MAGAZINE 
13 West Huron Street, 
Chicago 10, Illinois 





Which ad 


attracted 


Below is 
the answer 
te the problem 


on page 62 


more readers? 


® THE FAFNIR AD attracted more than 
than eight times as many readers as 
Federal 

Federal ad, although it was a prod- 
ict ad including a catalog offer, 
looked like an institutional ad. The 
headline was very elementary afd 
general for the sophisticated Ma- 
chinery reader. Copy was full of 
generalities, including four repeti- 

ns of the word, “quality.” Layout 
was clean and uncluttered, but lay- 
ut alone won't carry you through 
with these other handicaps 


In contrast, Fafnir featured a case- 


history product story in headline and 
copy. Copy told its story tersely, of- 
fered statistical evidence of product 
quality in a specific, dramatic situa- 
tion without mentioning “quality” by 
name 

Fafnir had two other possible ad- 
vantages. The ad was in two colors 
as compared with black-and-white 
for Federal and appeared opposite 
editorial material while Federal ap- 


peared opposite another ad 


The scores, as reported by Daniel 
Starch & Staff, New York 








said they 
whether 


the name 


tes the per 


rent of readers wh 


memk 


© Seen-Associated ec: 


seeing the 


name 


[2 ) Read Most der 


reac 


Cost Ratio * 


tween the t per 





Packaged exhibit without 
@ package aims to cut show cost 


Devorn Displays Corp., Cleveland, 
has devised a “packaged” exhibit 
without a package 

The parts are self-contained, re- 
quiring no packing cases to ship. No 
tools are required for preparing the 
parts for shipment. The exhibit is 
designed to save freight and labor 
Devorn claims that 20 or 25% of the 
cost of the average industrial exhibit 
is in packing cases, crating, setting 


up and dismantling 


John F. Moriarty . . 





Oil process promotion 


ied trom page 4 


quests. Miss Grace Fanes, in charge ¥ 7 
ot this activity, told INDUSTRIAL MAR- 

keting that some 50 speakers go { 

through coaching and rehearsing 


sessions in a year. 








r advertisin 

ietanitin ten ell rare builds acceptance for your ad g 
licensees adopt new UOP processes, in Butane-Propane News 
and erect new facilities to improve 
the quality of their end product, they 


' Influence, of course, is only another 
frequently call on Universal for help 


name for reader-satisfaction. For a longer 
in publicizing the new installation. period of time than any other publication, 
Responding to such requests, the Butane-Propane News has been satisfying 
public relations department pre- readers, (highest subscription renewal in 
pares complete advertising campaigns the industry) and building and broadening 
for local newspapers, news releases the markets for liquefied petroleum gases 
for newspapers and business publi- and equipment. 
cations, and sales promotion material In addition to publishing the first maga- Te teertines: Gas indian 
for licensees’ sales organizations zine, the B-P News editors have made Information Since 1931 
which then goes on to jobbers and available the only complete library for 
dealers this industry. The world-wide distribution oumeenaemnaals Gases 

The sales promotion material in- of these Fundamental Working Books has The technical authority. 
cludes items such as filling station solidly established Butane-Propane News |__25,000 copies in use 

. BOTTLED GAS MANUAL 

banners, and pump decals. Often as the authority on LP-Gases. For adver- alien aatelt Siakiien 
Universal provides a man to talk at tisers, this means action-producing results. 10,000 copies in use. 
group meetings of jobbers and deal- 








POWER MANUAL 


ers to present and explain the proper Principles of LP-Gas 

. 7 " . ; a s Carburetion. 
use of the promotion pieces hasatiais otuae Dan 19m. 

New and different material is pre- BUTANE-PROPANE CATALOG 
pared for each licensee, since the A Jenkins Publication Pre-filed manufacturer's 
market and organizational set-ups foo ee. 

F a ganiz al p Spain as ae Eel 
are different in every case. There is Set of twelve booklets. 
198 S. Alvarado St., Los Angeles 4, Calif. The ABC of IP-Ges 











no attempt to use a syndicated type 








f material 





In a few cases the company has 
helped licensees line up radio pro- 
grams in one instance writing 
commercials for use with the tran- 
scribed Dizzy Dean program 








Models and Exhibits . . Three dif- 


ferent kinds of models are used to 





promote UOP. The most interesting 
one is an illuminated working model 
that demonstrates the principle of 





fluid catalytic cracking. This model 
and four duplicates, each worth $2,- 
000, are on the go constantly, appear- For new information on 
ing at technical meetings, conven- 
tions, trade shows, schools and even 85 INDUSTRIAL AND BUSINESS MARKETS 
state fairs. The five models average 
more than 180 “bookings” annually and detailed media presentations of 
In many instances, a UOP represen- 200 PUBLICATIONS 

tative accompanies the equipment to 
explain and discuss its operation see your copy of the new 1952 edition, 

Different types of models Non- 
working scale models of process MARKET DATA & DIRECTORY NUMBER 


equipment such as towers, exchang- INDUSTRIAL MARKETING 


ers, reactors and heaters are used 
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The Most 
Frequently 
Quoted 
Business 
Publication 

in the World? 





That's what many say about The 
Wall Street Journal. Frankly, we 
don't know. We do know that The 
Journal's contents get a wide dis 
tribution not only among the 
211.233 subscribers in all 48 states, 
but also among those in the wide 
spheres these subscribers influence. 


These decision-making executives 
must be well informed—and they 
also help keep others informed on 
important business developments. 
These readers find the editorial 
matter of The Journal so informa- 


tive and up-to-the-minute that 


requests to reprint articles are 


made continuously. See how many 


varieties of businesses are repre- 


sented by the originating sources 


of these requests, received by The 
Wall Street Journal in only a seven 
week period: 


Advertising Agency 
Agricultural Feed Mfgr 
Appliance Migr 

Bont 

Building Materials Migr 
Business Machine Mfgr 
Cement Mfqr 

Chamber of Commerce 
Chinchilla Ranch 

Civic Commission 
Educational Foundation 
Engineering Firm 

Form Machinery Mfgr 
Housing Development 
Insurance Firm 
Moaaatine 


Real Estate Boord 
Savings-Loan Assn 
State Department 
Textile Company 
Toilet Goods Mfqr 
Trade Association 
University 

Utility 

Wood Products Mfgr 


If you advertise to business, The 
Wall Street Journal should head 
your list, too! 





THE WALL STREET JOURNAL 
published at: 


New York Dallas 
Chicago San Francisco 


158 


by the engineering department in the 
design and layout of new equipment 
By shifting the plastic models from 


place to place on a large layout 
board, engineers are able to develop 
the most efficient and economical 
plant arrangements. The three di- 
mensional view gives them a bette 
idea of the actual relationshiv be- 
tween the pieces of equipment and 
also helps draftsmen in piping ar- 
rangements 

The models are also valuable in il- 
lustrating various possible plan lay- 
outs to refiners interested in obtain- 
various UOP proc- 


esses. For this purpose the models 


ing licenses for 
can be packed, and shipped to any 
prospective customer’s plant where 
plant layouts can be shown to top 
officials in their own offices 

Still another type of scale model, a 
fixed model larger, heavier, and 
showing more details is used to il- 
lustrate the platforming process at 
petroleum association meetings, trade 


shows and schools 


Business Papers .. Universal is 
currently running a cross-breed type 
of advertising that has paid off to 
the tune of $4,000,000 worth of trace- 
able business in a year. It is a com- 
bination of the split-space, editorial 


Double 


page spreads are used, the outside 


and testimonial techniques 


two columns of each page carrying 
illustrative material, with the inside 
two columns carrying editorial ma- 
about the 
licensee refinery 
Public Relations Director Blanken- 
ship had this to say about the cam- 
“Through the use of split 


space ads, we accomplish the stop- 


terial operations of a 


paign 


ping power of a spread plus the 
added assurance of readership be- 
cause of next-to-editorial matte po- 
sition. However, in deciding on such 
a campaign, we realized we would 
have to buy full double page spreads 
and supply our own in-between edi- 
torial matter, because in using this 
technique you take a certain amourt 
of chance with run-of-the-book po 
itior in that you may come up 
next to reading matter with a very 
mited appeal 

Actually 


ory, essentially a testimonial with- 


each ad is a case his- 


out the usual ear-marks of such 


Each story appears under the by-line 


Cat cracking. . 


of a refinery executive, a fact that 
gives more attention value, as well as 
added credence. Featuring a picture 
of each author also provides a touch 
that gives the articles the appear- 
ance of an authentic editorial.” 

On the “results” side of the cam- 
paign, in addition to the $4,000,000 
worth of traceable business, Univer- 
sal has received letters from 78 of 
the country’s 375 refiners. Some re- 
finery executives found sufficient 
facts and figures in the editorial part 
of the ads to have them filed for 
future use 

A representative of the Anglo- 
Iranian Oil Co., London, England, 
wrote, “I am writing to let you know 
that your two-page advertisements 

are of considerable value as 
I find them of sufficient interest to 
place on permanent record in my 
files and I have frequent occasion to 
refer to them.” 


Deep Rock Oil Corp., Tulsa, Okla , 





said, “The type of advertising you | IF YOU WANT TO SELL THE KNITTING INDUSTRY... 
were doing had a material effect up- use the 


on our deciding to have your firm 


engineer the UOP fluid catalytic 
cracking type of unit and auxiliaries Q | G G U N 
for us at Cushing.” 
Universal is currently running 
schedules in California Oil World 
Oil & Gas Journal, Industrial & En- 
gineering Chemistry, National Pe- 
troleum News, Oil, Oil Daily, 
Petroleo Interamericano, Petroleum 
Engineer, Petroleum Processing, Pe- TO REACH YOUR TARGET! 


troleum Refiner, Petroleum Times 


and World Petroleum. The account you can CALL YOUR SHOTS becouse... 


s handled by Simmons & Simmons, ia & : : 
e@ THE KNITTER is the only magazine in the 


United States published exclusively for the manu- 
facturers, dyers and finishers of hosiery and knit- 


Chicago 





Technical Publicati -« « Each 


week, 3,500 copies of a four page 


wear. 


e THE KNITTER covers every mill of any im- 
portance in the United States and Canada. . . 
delivers all its circulation to the field you want 


bulletin carrying abstracts of scien- 
tific articles from current technical 
publications, are circulated to UOP 
to sell. 

licensees, other oil companies, re- 

e THE KNITTER reaches the men who do the 
’ buying . . . gives you plus coverage of key 
iniversities ' ” 

SPECIAL NOTE! personnel who influence buying. 


Proof of the high readership of 


search organizations, libraries and 


if you want to reach 

. the whole textile 

ap iare efi te gnepinbae - field . . « SHOOT MORE OFTEN .. . at lower cost! 
its list accurate, mailed post cards SAVE MONEY by us 
to the entire circulation asking for 


Library Abstracts” came recently 


ing our special combina The Knitter’s low rates make it possible to tell 
a response if the recipient wanted to tiem rate fer The Katt your story more often, because you don’t pay 
continue receiving the publication ter and Textile Bulletin. for waste circulation out of your field. You 
Relatively prompt replies came from 12 pages in each (total ean “tailor” your 
3,390 readers, and when the remain- 24 pages) cost less than 
12 pages in any general job, too, in ideal 


textile journal. surroundings. 


ads to a specific 


ing 110 were dropped, 55 asked to 
be re-instated 
The publication, started in 1945 
and published at a cost of more than If you sell the KNITTING DIVISION only 
$15,000 a year, is available only to The KNITTER is your BEST BUY in the field! 
those who are interested enouch to 
write for it. Without circulation pro- CLARK PUBLISHING CO. 
motion of any kind, the list increases CHARLOTTE, NORTH CAROLINA 
it the rate of 300 names a year 
Another of Universal’s publica- 
tions, used and valued by research 
men and engineers is a 325-page 
book, “UOP Laboratory Test Meth- 


ods for Petroleum and its Products.” ® ® 
A handbook of petroleum refining in ustria 
processes, it IS so valued that more SALESMAN 

*,200 copies are ld annua Industrial salesman for well estab- ADVERTISERS 


at a per-copy price of $14 lished manufacturer of ferrous and 








than 


if your product gets only occo 
sioral publicity in national medic, you 
Photography Cepartment. . Pic- years industrio! selling experience ore probably getting only half the voive 
" — 2 : from your advertising dollar. The Kotula 
tures play a large part in the com necessary with degree in industrial or Company, pioneer agency in the devel 


mechanical engineering desirable but opment of the intecrated Advertising 


non-ferrous products. Two to four 


pany’s sales and advertising activi- : : Public Relations ‘‘pockoge’’ invites in 
not required. Earnings about $6,000 quiry of its formula for stepping up 
ties. A staff photographer, supported ; : ie Gon ‘one 
' 1 or teed per year. Write giving full details. — 

af CORMERSTSLES PST ap ars spews: Box 449, INDUSTRIAL MARKETING, The Kotula Company @P 


at ten strategic points across the 200 E. Illinois St., Chicago tI, Ill. 400 Madison Ave..N.¥.17.N.¥ 








nation, take 450 pictures annually Plees 39-4666 industrial advertising 
Most shots ‘are of new installations 














October jos / 189 





Equipment Design 
Engineers Public Utilities’ 


Engineers 


Practical know how’ 
for busy engincers 
© c 


Sales 
Engineers 


Operating 


Contractors Engineers 


Architects Engineers 


Engineers 


Editorial content that builds 
readership 


Industrial Plant 
Engineers 


! 


Consulting 


VENTILATIN ; 
the f Engineers 


Heati 
Government 
Engineers 


dn Industrial Press Publication 


HEATING AND VENTILATING 


148 LAFAYETTE STREET NEW YORK 13, N. Y. 








A CHALLENGING AND UNUSUALLY GOOD OPPORTUNITY 
with a growing corporation in a growing industry 
FOR A YOUNG MAN (25-35) WHO WANTS TO BECOME AN 


INDUSTRIAL SALES OR 
ADVERTISING MANAGER 


THE MAN: Should hove some knowledge of 
most of the following: (Actual experience 
n all phoses not required.) 

Industrial Market Research 

Soles Analysis 

Advertising 

Selling 

Engineering (Mechanical, metaliurg: 


THE JOB: Storts with morket research and 
sales analysis. (This phase, which should 
last about one yeor, will require consid 
erable travel.) Later you will put your re 
sults into a workable plon of operation. The 
next chase will be to ossist the soles man 
ager in the execution of your plon. From 
there on, the future depends on your ability 
which by then should be proven. Beginning 
salary will be moderate, but advancement 
should be rapid 

WRITE FOR INTERVIEW: Moke your first letter brief but complete Outline your qualifications as 

listed above, giving your experience in each phase. Also include o brief resume of any other ex- 

perience. Enclose a smal! ohotograoh. Replies will be held in strict confidence Our employees 

know of this opening. BOX 450, INDUSTRIAL MARKETING, 200 E. Iilinois St., Chicago I! il 


cal or chemical) 
Your experience in the above should be 
n chemical, petroleum, or stoiniess stee! 
ndustries 











others of key officials at company 
and association meetings. 

Prints of more than 4,000 pictures 
are available from a master file, and 
are used at a rate of 300 a month by 
the sales, engineering and public 
relations department 


Company Publication . . Univer- 
sal considers its own activities so 
closely related to those of its licen- 
sees, that a single paper serves as 
both an internal and external publi- 
cation. Issued bi-monthly, “Univer- 
sal News” carries from 12 to 16 pages 
of material covering Universal and 
its licensees. One or more feature ar- 
ticles are devoted to licensees’ 
technical activities, the balance to 
news items on UOP employe doings 

The publication's print order av- 
erages only 1,200 with 450 copies 
going to selected executives of cus- 
tomer and prospect refineries, the 
remainder going to UOP employes 
However, refineries featured in spe- 
cific issues will often order over-runs 
of from 2,000 to 3,000 copies 


Direct mail . . Each year some 25 
direct mail pieces supplement the 
company’s space advertising. Re- 
prints of business paper ads, accom- 
panied by a personal letter, reach 
refinery officials simultaneously with 
the publication of the ad 

In addition, new bulletins and 
brochures, describing new processes, 
inventions, developments and new 
features of service are mailed just 
as soon as they are ready for an- 
nouncement. In the preparation of 
such material, Universal finds it wise 
to clear all pieces of copy with its 
legal department, which often insists 
on two or three changes 


Three rules . . Mr. Blankenship be- 
lieves that anyone in charge of 
promotion, public relations, or ad- 
vertising programs will meet with 
reasonable success if three basic 
rules are followed. They are: (1) 
Make plenty of field trips. Get ac- 
quainted with customers. See, in 
operation, the equipment you design 
or manufacture, (2) Advise top 
management of what you have done, 
what you are doing, and what you 
plan to do, (3) surround yourself 
with a high calibre staff 
be afraid to use their brains. 


and don’t 





~~ 





1001 / circle on Readers’ Service card 
1950’s best industrial ads 


All industrial advertisers will want a 
copy of this 36-page booklet which carries 
the winners of the Associated Business 
Publications’ Sth annual competition for 
outstanding advertising in industrial pub- 
lications. Readable reproductions show 18 
winners in six classifications. 


1002/ circle on Readers’ Service card 
Where to find reference 
materials on ad budgets 


More than 60 magazine articles dealing 
with advertising budgets are listed in “A 
bibliography of articles on advertising 
budgets . . from INDUSTRIAL MARKETING, 
Printer’s Ink, Tide and Sales Management,” 
prepared and published by Industrial 
Equipment News. 


1003/ circle on Readers’ Service card 
History of premium promotions 


The Premium Advertising Association of 
America, Inc., has prepared a most read- 
able piece under the title, “One hundred 
years of premium promotions.” Written by 
Matthew A. Shannon, it starts with the 
first “soap wrapper” offer back in pre 
Civil War days. This will make an ex- 
cellent addition to your library of adver- 
tising history. 
SSSCSSSSSSESSSESHCES SESE SEES e ee eeeeee 
1004/ circle on Readers’ Service cord 
How to write for 
employe publications 

Here is a 60-page manual which tells 
how to start a good written communica 
tions program with both employes and 
townspeople. It includes information cover 
ing employe publications, supervisory 
newsletters, employe newsletters, and com- 
munity newspages. Published by Hill & 
Knowlton, Inc., New York, N. Y. 





1005 / circle on Readers’ Service card 
52 pages of market 
research on the of] industry 

If you sell to or have any interest what 
scever in the petroleum industry, youll 


—* 
a 





Use these return cards 
for publications 
mentioned on this page 


jeeleona <-sa ng aids 


i %& Send for these helpful selling tools 


want a copy of this remarkably complete 
study by Oil and Gas Journal. A series of 
curves show how oil and gas have replaced 
coal as the major energy source. A special 
section lists largest oil producing compani 
by state. This study is jammed full of valu- 
able and easy-to-read market information. 
Don't fail to get a copy. 





SHCRSSSSESSSESSSHESSETEREE SEES E SEES: 


100G/ circle on Readers’ Service cord 


Manual of media selection 


In many cases poor media selection is 
to blame for the failure of advertising to 
accomplish its objectives. “Media Selec 
tion,” a 20-page booklet discusses different 


can best be used. An interesting chart 
shows how the law of diminishing returns 
affects advertising media. Offered by the 
Jaqua Co., Grand Rapids, Mich. 
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1007/ circle on Readers’ Service card 


Best appeals to use in 
catalog or directory ads 

Studies made by Bakers’ Helper Catalog 
& Buying Directory show how bakers rank 
copy appeals for machinery and equip- 
ment . . also for ingredients. Results of this 
study, along with information on BéH's 
Catalog and Buying Directory are included 
in an eight page brochure. 





SSCS SSSSE SHES SSS ee eee eeeeeeEeeeeE 
1008 / circle on Readers’ Service card 


How widespread are 
government contracts? 


This survey by Mill & Factory answers 
these questions: (1) how many companies 
have contracts? (2) how many companies 
expect contracts in near future? (3) how 
many have had to curtail production of 
civilian goods? (4) how does employmen? 
compare with a year ago? i 























CITY & ZONE 


*Note inquiries for items listed 
not serviced beyond Jan. 15, 1952 








BUSINESS REPLY CARD 
First Class Permit No. $5, Sec. 510, P. L. & R., Chicago, IL 








Readers’ Service Dept. 
INDUSTRIAL MARKETING 


200 East Illinois St, Chicago 11, IL 











ealeed-<—labete! ‘eaters 


1008/ circle on Readers’ Service card 


Something different for 
your trade show exhibit 


This is something worth knowing about. 
Called the “Recora Switchmat,.” it's a 
floormat that automatically turns on a sign, 
a recording. a working model, or what 
have you, when an approaching customer 
steps on it. It adds the element of surprise 
to your exhibit. The Recora Co., Chicago, 
offers a descriptive brochure 


SSS EER H EERSTE eee eEEEe 
1010/ circle on Readers’ Service cord 


An industrial advertiser talks 
about CCA's verified 
circulation requirements 


George W. N. Riddle, manager, media 
relations, General Electric Co. presented 
a discussion of the new verified controlled 
circulation requirements of the Controlled 
Circulation Audit, Inc., at a recent meeting 
of National Business Publications. The ad- 
dress titled, “Basic Values in Buying Busi- 





ness Paper Space,” has been reprinted by 
Putman Publishing Co., Chicago. 


SSCS SSS SSS SSS See eee eee eseeeeeseee 
1O11/ «i 
G11 / circle on Readers’ Service card 


Hit the road 


Here's your chance to get a copy of 
this famous book which gives techniques 
for testing the soundness of objectives and 
the effectiveness of copy . . describes the 
why, what and how of making field calls 
that show at first hand what readers of 
business paper ads want to know about 
products and services. Offered by Asso 
ciated Business Publications. 


SSSSSSSSSSSESSSSS SSSR SSCS Eee e eee eee 
1012/ circle on Readers’ Service card 


How business magazine reporters 
cover Washington 


This is a picture story of how McGraw- 
Hill's Washington News Bureau functions. 
The bureau maintains the largest staff of 
business reporters in Washington. 








BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 510, P. L. & R.. Chicago, Ti. 








Readers’ Service Dept. 


INDUSTRIAL MARKETING 
200 East Illinois St., Chicago 11, IL 


Readers’ Service Dept. 


® Please print or type information below 


1013/ circle on Readers’ Service card 


How to build good relations 
with the press 


Here's a pocket-size booklet packed to 
the margins with good tips for those who 
prepare or release publicity. Particularly 
interesting are 18 “Don'ts . . that help 
build good press relations,” and ten “Do's 

. that editors and reporters appreciate.” 
Offered by the R. Manning Gibbs Agency; 
York, Pa. 


1O14/ circle on Readers’ Service card 
The story of the Iron Age 


Iron Age has just published a market 
and media file . . based on the outline 
recommended by the National Industrial 
Advertisers Association. The publication's 
research division has prepared a study 
which shows the number of plants reached, 
the types of plants, and their sizes. 


1015/ circle on Reoders’ Service card 


Useful type symbols 
and ornaments free 


Monsen-Chicago will send you a sample 
biack-on-white impression, for actual use 
as a reproduction proof. Included are 
dozens of handy items like stars, arrows, 
numerals, etc., ready for your use in pase- 
ups. 


1016/ circle on Readers’ Service card 
World Motor Census, 1951 


This is a 24-page booklet and map giv- 
ing facts and figures on world registrations 
and exports of cars, trucks, busses, motor. 
cycles, power cycles, farm tractors, parts, 
tools, equipment, accessories, etc. through- 
out Europe, Asia, Africa, Oceania and the 


5110 


Please send ne the following 





Western hemisphere. Offered by The Amur. 
fe zn Automobile (Overseas Edition) and 
El Automovil Americana. 
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in excess of 20 million pounds per 
month. Phenolic resin capacity is 30 


million pounds per month, and is 


being increased. Industrial applica- 
tions of phenolics will be encouraged, 
and some of the newer compounds 
and resins are due to make big in- 
dustrial news. Phenolic resin binders 
for foundry casting cores and shells 
and others for wood waste are new 
developments about to break into big 
volume. 

Ureas are in supply about equal to 
1950, which 50 
1949. Urea crystal is in much better 


was almost ove! 
supply than a year ago. New in ureas 
is the low-cost electrical grade ma- 
terial. Military applications of urea 
molding powder don’t appear to be 
many to date 

for 
varnishes 
still 


Airplane and naval electrical 


Melamine molding material 


tableware and melamine 


for decorative laminates are 
tight 
components will soon be taking a lot 
of melamine, and much is going into 
paper production 

Polyesters are being produced at 
a rate of about 1% million pounds 
per month now; but resin capacity is 
over 2% million pounds per month 
At least a score of big military proj- 
ects for reinforced polyester plastics 
are ripening and any two or three 
of them 


than 


could use more material 


we now produce, and more 
molding capacity than we have 
Watch these reinforced plastics! 
The Navy is molding 32-foot LCVP’s 
out of them; the Air Force will use 
fantastic quantities in radomes and 
other units; the Army engineers are 
readying a huge pipe program for 
fuel transmission . . and on the civil- 
ian side, molds have been made for a 


These 


materials compete most directly with 


complete refrigerator interior 


metals in large area components for 
industrial use 

Alkyds are presently in fair supply 
and military uses appear to be main- 
ly of an industrial nature. Electronic 
and radar parts chiefly comprise a 
widening market 

On the thermoplastic resins, the 
picture is more confusing 
will 
1950, 


Polystyrene supply in 1951 
total about 10° higher than 


Tifa bel tows Seily 


— 


Among America’s 


EXAMPLE No. 16 


GRAIN MILL PRODUCERS 


161 MAJOR MILLS EMPLOY 


75,789 


— account for 65°: of total employment, 


73° of production in this industry. 


The latest McGraw-Hill Census identifies each and every one of these 


461 key mills in the United States 


those with over fifty employees — 


by name, location, number of employees, and chief product manufac- 


tured. 


The Grain Mill Products field includes prepared feeds for animals, 
cereal preparations, rice cleaning and polishing, blended and prepared 
flour and other grain-mill products. This field is only one of 144 seg- 
ments of manufacturing industry. In each of the 144 segments, McGraw- 
Hill’s Census isolates, identifies, classifies and rates the worthwhile 


manufacturing plants 


The basic purpose of renga ip 
ublishing control. Knowing w “ oe 
2 what they make — enables J 
yo by mail and personal contact, 
afluences withi 
developed and 
and the 


activities, 
and the buying ' 
listings are also Ceve 
serve. The objective, 
minute paid 
Hill advertisers. 


we 
an up-to-the- 
for McGraw- 
on McGrow-Hill’s 


etails : 
Complete d statistics oS 


ing such 
1949 Census, showing - 
lant distribution by employee “~ 
pool by major and sub-major - 
y sow by regions, by ae 
li contained | 
ther facts ore @ 
; s MARKET DATA BOOK. Write vs 
yf your McGraw-Hill mon for @ 


copy. 


| $90 WEST 42nd STREET 


ad ae 


Continuing Census 
where manufacturers are, 


to concentrate © 


n those pla 
maintained for the 
result, of this continuing o 


audience of buying 


is better 
their 
yr circulation 
on the worth-while plants 
nts. Comparable company 
other industries 
ctivity 5 


influences in key plants 
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Many 


BIG NAME 
COMPANIES 


Use 


CAPEX PREFAB 
Exhibits 


Capex Pre 


These Economical 
Displays Reduce 
Convention Costs! 


Capex Prefabs are ideal for trade 
shows and dress-up sales meetings, 
too! Typical example is this com- 
pact eye-catcher for Socony- 
Vacuum. Designed for carrying 
in a car, this complete 8’ x 8’ ex- 
hibit can be set up anywhere in 
less than 30 
than $200. 
costs, or make your present bud- 


minutes—cost less 


Save on convention 
get cover more shows, with Capex 


Prefab Exhibits. 


PREFAB 

EXHIBITS 

Gob ripovuer 
CAPEX COMPANY, INC. 


® South Boulevard . Evanston 
775 Broadway *¢ 
——— 


ae ia eee a 
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despite dire predictions last year 


rubber 


program is upped another hundred 


However, if the synthetic 


monomer 
shorter 


million pounds, styrene 


for polystyrene will be 
Other 


sole people, the copolymer makers, 


users of styrene the shoe 


the makers of the new water paints 

are also in line 

Polyethylene, production of which 
has recently been increased to a rate 
of nearly 7 million pounds a month 
is number one on the list for military 
essentiality. It is under strict alloca- 
tion and will so remain for at least 
another year. Present essential civil- 
ian applications are those in com- 
health, 


portation and food production. Prob- 


munications, public trans- 


ably not more than 10° of the poly- 


ethylene produced in the next year 
will go into other than military or es- 
sential civilian uses 

Vinyls will be produced to the ex- 
f about 20°. more in 1951 than 


in 1950 mid-1952 we 


tent 


and by should 


Nave a vinyl resin 


capacity of 425 


million pounds. But we’re very short 
of some plasticizers. Current demand 


for vinyls film, sheet, and wire 
coating .. is high. New developments 
in vinyl are the plastisols, which are 

» be big business, and the 
rigid vinyls, which contain no plasti- 
sheet and 


Fabricated 
weld 


" 
can made into 


rod, molded or extruded 


(they like wood but like 


Saw 


metal), they are used to replace 


stainless steel in acid-handling 
? 


equipment, as tank liners and fume 


ducts and 
problen 


wherever 
Extruded 


are fin z vast new 


corrosion is a 


into pipe, they 
industrial mar- 


is the Navy 


films in the 


First customer 


Watch 


Kets 
vinyl 
plasticizers 
ikely to make 

od packaging 
all in short supply 
Production of 


on to demand 


acetate molding material 


uliose 


opped seriously as more and 
Im and sheet for 
Military uses are draining 


Ethyl ce 


s to be 


llulose production 


naker do ibled but 
vill take nearly all of it. C 


lucky to 


the cellulosics produced 


ations will be 
mn 1950 


Nylon molding material is on tight 


allocation. The Signal Corps alone 


could use all that is made. Some es- 


sential civilian uses will be 


mitted 
Every major plastics producer has 


per- 


plans for expansion of present resin 
capacity and for the introduction of 
Plastics 


and right now there is an apparent 


new resins are chemicals, 
slow-down in allocation of steel, for 
example, to new chemical plant con- 
struction. Chemicals that might be 
involved are chlorine, phenol, naph- 
thalene, phthalic anhydride. Unless 
more steel is made available soon for 
chemical plants (Controlled Materi- 
als Plan expects the situation to ease 
early in 1952), the plastics industry 
may be delayed from three to six 
months on essential plant expansion 
This can cause serious trouble when 
defense program purchasing reaches 

HIRAM Mc- 
Plastics, New 


its peak later next year 
CANN, editor, Modern 


York 


From Washington 





up substantially larger than ever 
before 

In Congress, there is considerable 
sentiment for a full study of the rate 
situation with the view of writing a 
new policy on so-called “subsidized” 
classes of mail. Such a policy would 
attempt to pin down the actual 
amount of present subsidies, and ar- 
rive at reasonable rate structures 

Meanwhile, rates on publications 
will be increasing, and a 1‘¢ rate on 
bulk advertising mailings will be- 
come effective at the end of the year 
Other include a 2¢ 
card 


increases pe st- 


and higher rates on catalogs 


and parce ls 


Watch Your Engrevings . . More 
and more often, advertisers and pub- 
lishers are being called on to provide 
photo-engravers with a “rating” in 
order to obtain plates. The procedure 
is a relatively simple one, since each 
company is authorized to buy plates 
as maintainance, repair and operat- 
ing supplies, under the self-certify- 
ing procedure outlined in CMP Reg- 
ulation 5 

nutshell, the that 


In a company 


will own the plates simply provides 
the photo-engraver with the certifi- 


“DO-MRO, Certified Under 


catior 





CMP Regulation 5.” The only othe: 
trick is to be sure that total MRO 
orders remain within the company’s 
quota under CMP Reg. 5, and that 
adequate records are kept for NPA 
inspection. In a jam, write NPA’s 
printing and publishing division, 
Washington 25, D. C. Officials there 
delight in helping out 


Steel Scrap Trap . . Outside of 
strikes, shortages of scrap are the 
most important threat to smooth 
production in the months ahead 
Scrap of all kinds is needed, but par- 
ticularly steel scrap. Unless this 
scrap comes in, NPA Chief Manly 
Fleischmann warns that steel pro- 
duction in first quarter 1952 will be 
below fourth quarter 1951 

Industrial salesmen are on the fir- 
ing line so far as scrap is concerned 
In addition to their other duties, 
they are being called on to track 
down scrap and speed it to the scrap 
dealers 

It’s one thing for Mr. Fleischmann 
to talk about 18,000,000 tons of new 
steel capacity next year. It is quite 
another thing to find the scrap to 
keep that capacity operating. In view 
of present scrap problems, officials 
are wondering whether steel expan- 
sion goals may not be higher than 
the nation can support 


Employe, public relations 





idea, you may as well forget it.” At 
Kimberly-Clark, management is 
solidly behind it 

Although personal contact is con- 
sidered the bedrock of communica- 
tion, the corporation uses other de- 
vices. One is “Cooperation,” a bi- 
monthly magazine distributed to all 
employes. A large publication, well 
illustrated and printed on good paper 
(naturally!), the journal does a 
sound, over-all coverage of company 
news, programs and policies, and is 
well packed with news about person- 
nel. It has a publication record of 34 
years 

The corporation puts increasing 
emphasis on the communications 
value of the mill bulletin boards, 
some of which are of the “flash” type 
The boards are changed often, and 


while they carry information about 


We find BOTH are Our Most 
Potent SELLING TOOLS — 


to reach the Men Who 
BUY and SPECIFY! 


The PAPER INDUSTRY is the oldest 
4 BC Monthly serving the pulp and 
paper manufacturing industry. Its 
voluntary paid circulation penetrates 
every avenue for sales — from execu- 
tive, engineering, production and 
technical departments. 


PAPER AND PULP MILL 
CATALOGUE 

is the only book that supplies the 
KEY MEN in the industry with the 
BUYING data they need. 


COVER this Vast Lucrative MARKET 
with these LOW COST MEDIUMS! 


Cover it with adequate monthly advertisements in The Paper Industry, 


coupled with four or more pages of product information in the yearly 
Paper and Pulp Mill Catlogue. New edition now being readied. We 


can accept printed inserts of four pages or more, or we can assist 


you in preparing new material. 


Phone or write us NOW! We know the market. A SERVICE ORGANIZATION 


FRITZ PUBLICATIONS, 


431 SOUTH DEARBORN STREET, CHICAGO 5 


| N C PULP MAKERS 





TO PAPER AND 


SINCE 1919 
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89% oF 
OILHEATING 


& FUELOML 
DEALERS SALES ARE UP IN 


READ THIS THIS SUBSTANTIAL 
MAGAZINE STEADY INDUSTRY 


ADVERTISE | WHERE BUYERS WILL "READ: YOUR “ADVERTISING 


ROTI AS AERIS EERE ABE 


AI Also a Commercial- 
Industrial Oil Burner 
Section 


FUELOIL & On HEAT . 232 Madison Ave., NEW YORK 1, N. Y. 


FACT FINDERS REPORT AVERAGE COPY HAS 39 F READERS 
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Largest Circulation and 
Complete Editorial Coverage 


Balanced to the trends 
of the Industry and 
to the job interests 
of ite Readers. 


For the past 26 years, the 

editors of GAS have been 
emphasizing natural gas 

now the dominant factor in 

the industry. Both editorial and circulation 
coverage have been expanded to keep pace 
with this growth 


More than half of all editorial features in 
GAS during 1950 were devoted to operat 
ing information the how and why of 
methods and techniques for better produc 
tion, transmission, distribution and utiliza 


tion of g 


GAS has specifically developed its circula 
tion, the largest in the industry, to reach 
the men who have authority to recom 
mend and the power to buy. 93% of this 
circulation is now verified as to readership 

the most positive buying coverage ever 
offered manufacturers selling this industry 


A Jenkins Publication 


198 S$. ALVARADO STREET 


Ci tos anceres 4, catir 


In 1950, over half of all 
GAS’ Editorial Features 
were devoted to 
Operating Information 


9 33 vn 


GAS = Ind Pub GAS nd Pe 
Advertising Editorio! Features 
1980 COMPARISON 


GAS carries more advertising 
and editorial pages per issue 
than any other gas industry 


publication 








Ataf # the 


... witha Désplaymaster 


A Ring Binder thet STANDS, SITS or LIES FLAT 


t becomes s a hard-hitting sales tool 


. "SEND FOR FREE FOLDER 
1226 WEST MADISON ST 
LE — E Setes Tools, Tue. CHICAGO 7, ILLINOIS 


Tell Wore 


angle wher prospect 1s star 


t. This better s10N Means 
takes down in a flash; no 


Also 100s of Other items! 


work schedules, shut-down notices 
and other operating advice, they also 
let the people know about meetings, 
parties and sports events 

The company not long ago pro- 
duced a multiple-duty handbook, a 
manual for old employes, new em- 
ployes and for some distribution 
within the communities where mills 
are located. It is called “Tomorrow at 
Kimberly-Clark” and is a good cap- 
suling of essential information about 
the organization. A few years ago the 
corporation produced a book called 
“Four Men and Machine,” high- 
lighting its first 75 years. Employes 
also receive the annual report 

But essentially the company’s com 
munications program is being built on 
the daily personal relationship. It is 
capably supported by printed com- 
munications, but it’s the man-to-man 
meeting that counts. Neighbors of 
the corporation in Neenah conside 
the company one of the “meetin’est” 
organizations they ever saw. Not only 
do the supervisors dine with their 
own crews (at one mill a manager has 
met weekly in the evening for 13 
years with varying groups of hourly- 
paid personnel) but members of the 
corporation . . at all levels . . are for- 
ever talking things over . . quite often 
after hours 

“It’s relaxing,” one supervisor re- 
marked, “and we get things done.” 
That is why dinner meetings are 
scheduled regularly for top manage- 
ment, for staff, for local mill man- 
agers, for local supervisors. Regard- 
less of the supervisor’s remark, how- 
ever, the program represents a lot of 
hard work, for a lot of people. Re- 
cent and major expansion also under- 
lines the fact that the job is never 
done. While long-service is a tra- 
dition, there has been in the last 
several years at least a 30% expan- 
sion in the company’s work force 
New people (and new locations) call 
for new programs. The job of catch- 
ing up is difficult, slow and requires 
much patience plus a constant 
awareness that there is no substitute 
for time and effort 

Public relations and industrial re- 
lations at Kimberly-Clark appear to 
have emerged from the same pod 
slowly, without fanfare. They are 
still closely allied. But to get a story 
about Kimberly-Clark’s internal pro- 
gram out of Kimberly-Clark’s pub- 





ic relations department is a laudable 
and time-consuming feat. A public 
relations spokesman said 

‘We don’t want to brag about our- 
selves. We just want to do a good, 
honest job every day of the week, 
building our relations with our em- 
ployes as well as we know how, and 
keeping those relations friendly, sin- 
cere and cooperative. Nobody in our 
»rganization is a miracle man of com- 
munications . . we're just plain people, 
doing the best we can.” 

It’s a nice way, and an extremely 


yractical way, of looking at things 


Letters to the editor 





to make it work” in your July issue, 
prompts me to write this letter on a 
subject which I think complemeats 
Mr. Mead’s. The two following 
thoughts give the general thesis 

From somewhere in the advertising 
press, I recall being exposed to the 
hought that it is impossible to cre- 
ate an advertisement that will have 
a 100% appeal to 100% of its readers 
The article went on to question why, 
n view of this, do so many media men 
hate to admit that advertisements in 
their particular medium can’t and 
von't reach a complete audience 

And second, from a recent Eastman 
Research Organization ad: “No edi- 
tor ever hopes to produce a book in 
which everything will be of interest 
to every reader any more than a 

irateur would expect anyone 
to order his whole bill of fare.” 

Since no one would question the 
truth of the above two statements, 
why do some media men persist in 
ontinuing to sell space the way they 
lo on cost per thousand? 

A cost per thousand rate means 
that it costs you so much money t 
each one thousand of the publica- 
tion’s readers, and, what is more, in- 
directly presumes that each 
the thousand readers is as 
us the other to you. In most « 
his last is not true 

Let us suppose, tor instance, tha 
um advertising manager of a con 
pany which makes special presenta- 
tion folders of leather for sales ex- 
ecutives. On the list of possible pub- 
lications are “The Executive’s Manu- 





of binders for all sorts of purposes 
— catalogs, technical manuals, in- 
struction and engineering — pro- 
posals. And its famous “‘Bestex”’ 
material lasts and lasts and lasts, 
and always looks good. Prices? 
Ask anybody. An art department 
to help you with layouts if you say 
so. All of the practical looseleaf 
metals—the best in decoration. Tell 
us your requirement — we'll send 


samples and quotations promptly. 


BEAVERITE PRODUCTS, INC. 


33 DE WITT STREET, BEAVER FALLS, NEW YORK 


Looseleaf Covers, Ring, Swing-O-Ring, and Multo, in BESTEX Artificial Leather 


ond Paper: Cover Stocks; also 


For all the Facts 
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LOOK in 

Industrial Marketing's 1952 
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PULLING 
POWER... 


AVIATION AGE outpulls 
all other magazines 
in the aviation field 


Every month, AVIATION AGE pulls 
an average of 4000 inquiries . . . from 
key buyers of the Air Forces, of 
aircraft manufacturers, airlines, air- 
ports, aircraft service forces. 
Buying power of these readers is 
attested by the high proportion of 
inquiries that result in sales. 
Another reason why AVAGE 
should be on your schedule — because 
it reaches the buyers in aviation to 


produce sales results for advertisers 





a COnOvete 





Among aviation publications : 
ONLY AvAge wes 0 conroled 


. e 
industry-wide covero® 


ONLY AvAge revor 


ments 
technical developme 


ONLY AvAge 


is s any sales 
quires 


product 9° 


ONLY AvAge ses she bina-size for, 


¢ that gives every 





mo 
ositior 


ONLY AvAge ovves vo" 


for your adverts 


the best all 
g dollar 
round buy 





205 East 42nd Street, N. ¥.17, N.Y tod ee 


AVIATION'S TECHNICAL MAGAZINE 
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2,500th Article . .1 


Magazine.” 
“The Executive's Manual” has a cir- 
6,000 and 


al” and “Everyman's 


culation of costs 250 
a page therefore having a cost per 
thousand of $41.66 


Magazine” has a circulation of 150,- 


“Everyman's 


000 and costs $1,500 a page giving 
them a cost per thousand of $10 
With this comparison of rates pe 
thousand the “Executive’s Manual” 
would not be a very good buy. 
However 
“The Executive’s Manual” has taken 
my advice, he will talk cost per 


if the representative fo 


thousand potential buyers and will 
come up with a figure which will 
cause “Everyman's Magazine” to 
burn a little midnight oil 

Since every sales executive is a 
good prospect for an item like a beau- 
tiful leather sales portfolio, every one 
of “The Executives Manual” readers 
is a potential, so that their cost of 
$41.66 per thousand is a true figure 
for me, the advertising manager 

On the other hand, suppose that 
only ten percent of the readers of 
Everyman's Magazine” are execu- 
tives .. or 15,000 readers. At “Every- 
man’s rate of $1,500 a page, it will 
$100 a thousand to reach 
15.000 


really my best prospects. Not such 


cost me 


these executives who are 


a good buy after all! 


Naturally, this is an extremely 
over-simplified case, but it shows the 
principle of working from cost per 
thousand customers and prospects 
as against working from cost per 
thousand total readers. To paraphrase 
Lincoln, you can interest some of the 
readers all of the time, and all of the 
readers some of the time, but you 
can't interest all of the readers all of 
the time 

A corollary to this situation is well 
Readership 


studies do not give a true picture 


worth mentioning 
unless the percentage of total num- 
ber of readers who might be in- 
terested in the product advertised is 
considered 

Another example will illustrate 
Fasthole Drill Co. is advertising a 
complete line of drills and reamers 
in the same book with the Bendout 
Co. that manufactures wire straight- 
ening machinery. A survey is made 
and shows that the Fasthole Drill ad 
got 46% readership 
Bendout insertion only pulled 12%, 


whereas the 


not anywhere near the other 

Why should it? Probably 80% of 
the readers use drills and reamers in 
their shops, but how many are in- 
terested in wire straightening ma- 
chinery? Maybe not more than 5‘ 


Therefore the Bendout 


insertion 





really pulled like the devil. Only 5 
of the readers interested in the prod- 
uct but it got 12% readership! 

Again a case of considering the 
readership potential for the product. 

For this reason, whenever I am 
shown the results of a survey I al- 
ways want to know who the people 
were who were surveyed and 
what their interests were. 

You may wonder how the cost per 
thousand potential in readers of a 
magazine and the interests and busi- 
nesses of people questioned in a sur- 
vey have anything in common. They 
have just this . . that the ratio of the 
potential buyers for your product to 
the non-potential buyers of your 
product is very important in any 
group whether they be readers of a 
nagazine or people being surveyed 

Now I can’t claim that this is a new 
idea. It’s as old as advertising. My 
point is, I don’t see why more space 
men don’t use it and further, why 

re space buyers don’t ask for it 

Therefore, don’t tell me how many 
thousand readers you have, tell me 
how many thousand readers you have 
who might buy my product JOSEPH 

VINBURY, advertising manager, New 
Britain-Gridley division, New Brit- 
ain Machine Co., New Britain, Conn 


Export advertisers go gunning 


for Copy Chasers 


® TO THE EDITO! As one of the peo- 
ple you called “washer women” on 
page 79 of your September issUut I 
wonder if I am entitled to a quick and 
direct answer to this one question 
Does the man who criticized the 
Spar ish-language Bethlehem ad 
ead and understand Spanish, to the 
legree that he might have known 
vhat is in the heading, sub-head and 
Opy , 

Just an honest “Yes” or “No” will 

tisfy me for the moment. . ROBERT F 
KENDALL, vice-president, Gotham 


Advertising Co., New York 


[ Said The Copy Chasers or page 
79 lf it’s the office boy who writes 
the trade copy, it must be the clean- 
ng lady who writes the export copy 
Said The Copy Chasers, when 
queried about the Bethlehem ads 
In this case the illustration (a 


globe) is the subject of criticism, not 


Froved readership 
that gets ACTION! 


Reader inquiries averaging 


PLUMBING EQUIPMENT NEWS 


that HEATING & 


gets action. For example 


from a manutacturer 


ot 


over 7000 per month prove 


packaged chimneys 


". . . It might interest you to know that we have 


received exactly 271 inquiries as the result of this 


article...” 


inultacturer 


(Final count 


was 483 


ndustrial heating 


. « « The response was phenomenal. 


We can count 435 coupons from the advertisment 


and many, many 


from the ad...” 


letters we feel sure originated 


in *. .. Sales 


leads and orders have swamped us. So far we have 


counted well over 400 


most with check attached 


ly new 


equipment 


inquiries, and 89 orders, 


AMAZIN 
Its circulat 


rs each mont 


magazine 


ant ¢t 


MBING EQUIPMENT NEWS 


An Industrial Press Publication 


Here's What We Read! 


If you want full information about 
our coverage drop us a line asking for 
our Beoklet No. 60 which lists more 
than 2100 publications that we read, 
divided into four major classifications. 
Booklet also contains some interesting 
information about our method of han- 
dling clippings. Booklet No. 50 “Maga- 
zine Clippings Aid Business” tells 
how the service is used by business 
organizations and their agencies. 


BACON'S CLIPPING BUREAU 


Business Papers @ Farm Publications 
Consumer Magarines 
343 Se. Dearborn St Chicago 4 


* NEW YORK 13, NY. 








If you wish to reach the 


coal trade use 


ae 


CHICAGO NEW YORK 
Manhattan Bidg Whitehall Bidg 
For over 65 years the leading 
journal of the coal industry 
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the copy. The illustration is used as 
the stopper before any copy is read 
The illustration is trite. Whether the 
critic of the illustration understands 
Spanish or not is irrelevant.”] 

® TO THE EDITOR I am a little sur- 
prised that a magazine of the stand- 
ing of INDUSTRIAL MARKETING should 
publish an article on export adver- 
tising as superficial as that which 
appears in your September issue 
(“How to Be an Expert on Export” 
Copy Chasers) 


Your writer opens by stating that 


COAL MINING guar- 
antees national coverage of 
KEY MEN ONLY in deep 
and strip mines. 

COAL MINING reaches 
important buying influences 
without great waste in circu- 
lation 
for your advertising invest- 
ment. 


“few branches of advertising get the 
kicking around that export advertis- 


T. of « 
s = 
“ ing gets.” Then he proceeds to kick 


“Son ‘PPing 
Su 
*@lte,, Pt 


coat|\| | |\ LF 


Pittsburgh 27, Pa. 


— 
it around with a paragraph that is an 
undeniable slur on export advertis- 
ing men who have very definitely 
won their spurs in this field by con- 
. gives you more ducting successful campaigns 

After 45 years in advertising and 
publishing, I am willing to go on rec- 
ord that any intelligent jury will 
‘i agree that export advertisements on 
5403 Clairton Bivd. the whole may well be given a rank 
as high or higher than a correspond- 
ing group of domestic advertise- 








ments 





In justice, 1 must say that your 


SEEM ABA PF 
THIS EXPERIENCE IS FREE 


The most valuable working tool in all advertising and selling is 
experience. |t provides the answers to many policy questions. 


article improves after the first couple 
: of pages . . ALBRO C. GAYLOR, president 
and publisher, La Hacienda, New 
York 


w 
.. 


New subscriber likes 
Starch article .. and IM 


In the last 10 yeors our experience has included various marketing 
publishers, advertising 
agencies and other business firms. We have worked with more 
than 200 different products — many of them nationally advertised 
under famous brand names, in widely different industries. 


assignments with 130 manufacturers 
® TO THE EpITOR . . In INDUSTRIAL MAR- 
KETING I think you are hitting at the 
core of the 
problem. Our problems are not en- 
tirely industrial. Yet we do have a 
fairly large business paper schedule 
which requires a good deal of atten- 


industrial advertisers’ 
Assignments given us by clients have included market surveys te 


measuring market potentials, pricing, developing new products 
testing sales areas, building distribution, testing advertising, 
employing sales personnel, training salesmen, analyzing sales 
re-designing products and various other advertising and selling 
problems 


All this experience and knowledge we supply to our clients free tion to make it effective 


NNN NN 


wR! 


But like all qood working tools, this experience may not be fully 
effective with today's new selling problems unless it is brought 
up-to-date with adequate facts 


Focts ore the new cutting edge of experience. We find the facts 
and then assist our clients in developing o better sales program 
to fit today's changing and uncertain conditions 


For further information please cal! or write— 


0. 0. CHAPELLE COMPANY 


Management Consultants in Marketing 


308 W. Washington St. * Chicago 6, Ill. * CEntral 68814 
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Since reading your July, 1951, is- 
sue I have entered a subscription 
which should be in the hands of your 
circulation director within a day or 
so. In the meantime, however, I am 
missing two or three vital issues. Pri- 
marily this is my problem: I started 
“How to Use Starch Readership Re- 
ports” in your July, 1951 issue and 
was thwarted on page 48 when I 
found the article continued. Would 
you please send me the August issue 
or as many issues necessary to com- 
plete the article on “Starch.” By the 





time I receive these back issues I 
should start receiving the publica- 
tion monthly 

Thank you very much and once 
again congratulations on your fine 
editorial insight into the problems 
facing every industrial advertiser 
WALT AVIS, advertising manager, Zip- 
po Mfg. Co., Bradford, Pa 


[Thank you, Mr. Avis. Reprint of 


article is in the mail . . Ep. ] 


He likes his copy plain 


® TO THE EDITOR Thank you for 
such helpful articles as “Copy 
Plain or Fancy?” (IM, Sept., p. 64) 

In reading this article this morn- 
ing, a vivid comparison between 
»olysyllabic and monosyllabic copy 
came to mind after watching tele- 
vision shows over the week-end and 
reading current magazines 

It seems to us that the current 
General Electric prestige slogan is 
written in Fancy Dan style: “You 
can place your confidence in General 
Electric.” 

Whereas, Westinghouse takes to 
the Plain Pete manner of writing 
with their slogan of: “You can be 
sure if it’s Westinghouse!” 

We though you might be interested 
in this analogy in view of the signifi- 
cance of the above article DONALD 
tr. MOORE, editor, Southern Building 
Supplies, Atlanta 





Postal rates rise for catalogs 
and parcel post; Senate fumbles 


® WASHINGTON . . Sharp postal rate in- 
creases for catalogs and parcels went 
nto effect Oct. 1 when the federal 
district court refused to issue an in- 
junction sought by mail order houses 
and others to block the new rates 
The new catalog rates, based on an 
order of the Interstate Commerce 
Commission, range from 10c to 18c 
for the first pound, according to zone, 
and 1'%c to lle for each additional 
pound. Former rates ranged from 
7c to 15c for the first pound, and 
le to 6c for each additional pound. 
New parcel post rates range from 
15c to 27c for the first pound and 1%c 
to 14c for each additional pound, as 
compared with the former rate of 10c 
to 18c for the first pound, and 4c to 





Tell us how YOU have used 
decals in your industry ! 


*AMERICAN AIR LINES 


Save Metal! Expedite Civilian 
Or Defense Production with DECALS! 


Problem-solving Meyercord Decal 
Nameplates are again being 
drafted to save critical metals— 
both for defense and civilian 
production! Combat-tested and 
approved during the last war, 
Meyercord Decal nameplates are 
the standard of reliability for 
instructions, charts and diagrams— 
in all sizes, colors or designs 

To save time, labor and materials, 
civilian production uses Meyercord 
Decal nameplates for quick 
application on al! basic product 
surfaces, curved or flat, on metal, 
glass, wood, plastic, leather, rubber, 
crinkle. Manufacturers who have 
Armed Services contracts are 
invited to use Meyercord’s FREE 
technical service in solving 
identification or marking 

problems No obligation! 


FREE! 


Write for full-color booklet 
of the many problem-solving uses of 
Meyercord Decals Dept. 5-10 


CONTEST ENTRY BLANK! MAIL TODAY! 


WHAT YOU WIN. A delightful, oll-expense ten-day holiday in colorful Mexico 
for two persons. RULES OF CONTEST: Write a letter in 200 words or less, 
describing an effective, problem-solving use of Decaicomania by your company 
or industry. Contest is open to any commercial user of Decolcomania, regardiess 
of type of wage or source of supply. You do not hove to be a Meyercord 
customer. Coupon is your official entry blonk. Fill ovt and attach to entry 
Please vse Company letterhead. Contest ends midnight, Janvory 15, 1952. All 
entries become the property of The Meyercord Compony. Decision of judges 
sholl be final. In cose of a tie, duplicote prizes will be aworded. Winners 
names will be published. Employees of The Meyercord Compony, its retail 
deolers or advertising agency are ineligible. JUOGING. Entries will be judgeo 
on the basis of practical and interesting problem-solving uses of Decaicomonia 
Enter the Contest TODAY! Anyone con Win! Attach this entry blank to your 


letter and mail to The Meyercord Co, 5323 W. Loke St, Chicago, Iilinois, Box 5-10 
Name 
Address 


City 
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You can’t cover your house 
with HALF a Roof! 


Nor can you cover the $9,000,000,000 
Forest Products Market without 
using 2 OOD and WOOD PROD- 
UCTS ‘recently merged). It has 
the largest ABC circulation cover- 
ing the ENTIRE Industry. This top 
cream circulation INCLUDES the 
largest paid circulation reaching 
FURNITURE MANUFACTUR 
ERS. Ask for the market possibili- 
ties for YOUR product 


® WOOD 


and 
\\) \foon 
peas ) 


Financial 6-5380 @ 139 North Clark St 
CHICAGO 2 


A VANCE PUBLICATION 














AERQNAUTICAL 
ENGINMRERING 
REVIEW 


Aviation's 

ONLY 

Engineering & Design 
Publication 


© 10,000 paid readership among 
aeronautical engineers, designers and 
specialists 


© 90° of readership in four top 


n markets — Manufacturing 
Research, and Airlines 


eviatk 
Government 


have 
more 


© 84°, of current advertisers 
used the REVIEW for two or 
years. Find out why! 


Write today for 
16-Page Aircraft Market Book 


Institute of the Aeronautical 


‘ ‘ . “NES en 





Sciences 


11 4c 


It was the second postwar increase 


for each additional pound. 


in catalog and parcel post rates. 

The Senate 
catalog and parcel post rates into a 
new bill, but failed to get the bill to 
the White House before Oct. 1. Had 
the Senate rates 


would have continued temporarily 


has written milder 


done so, present 


bill’s second class increases 
would have become effective Jan. 1 
But Postmaster General Jesse Don- 


aldson refused to suspend an increase 


and the 


until conferees reached a decision 


Commerce Department reviews 
national income for 21 years 


® WASHINGTON . . Since 1929 the con- 


tribution of manufacturing indus- 
tries to the total national income has 
increased more than 25 from 
27° to 3% in 1950 

This and other facts are presented 
in “National 
the Ur 


plemer! » the 


Income and Product of 


ited States 1929-1950,” sup- 


of Current 


monthly by 


Surve y 
B isiness 
Dept. of Commerce 


of statistics and analyses 


published 


the economic growth 
of the U. S. is con- 
first 


the 


; the 216-page report, 
nce 1947 


last edition by going into the 


which improves on 


sources 
ethods underlying its statistics 


and n 


ludes, in addition a review 


n national income and 


ince 1929: series on gross 
product in constant dollars 
ars 1929-50: and a 


tables for 1929- 


com- 
Statistica 
riced at $1 and may be 
U. S. Gover 
Washingtor ! 
S of tie Dept. of 


, 
nment 


or trom 


Lure buyers to house warming 


with a ‘full h * for k 


r 





ve teaser post cards 


side rese mbling a 
e mailed consecu- 
istomers to a houss 
at tne warehouse and 


Wash- 


nev 
offices of Stanford Paper Co 
ington 


The 


series added up to a poker- 
ill house.” which was a Stan- 


»bjective for the house warm- 


ENVELOPES 
ALBUMS 
SPECIALTIES 


Specialties from sheet 
acetate — Credit Card 
Holders, Shop Cards, 
Badges, Passes, to 
your order. 


GLENFIELD PLASTICS, INC. 


33 DE WITT STREET 
BEAVER FALLS, NEW YORK 














C.E.P. L. 


WHY 
advertising 
volume in 


35% om 
AHEAD of 1950 


ncreose ve 3 poge 


is running 


The substent 
this veer reflects the fect thet more in 

companies selling the chemical process market 
cre finding thot EP. gets action from men 


‘ pecif 


in responsible charge 


equired f 


toge of complete coveroge of the 
membership of the AMERICAN INST 
TUTE OF CHEMICAL ENGINEERS — or 
active and concentrated morket 

terms of men who exert ao primory 
inflvence on the purchase of equis 


ment, moteriols of construction. cher 


icols, ro teric n neering 
cols, raw materiols ond engineering 


services thrvout o 


C.E.P. SELLS 
* THE PROCESS INDUSTRIES 
Engineering Progress 
New York 17, N.Y 
Offices in Chicago — Cleveland — los Angeles 


the process indus 


trees 


Chemical 


120 East 41s? Street 





Publicity for new products 





logical users of the product and there 
will be a minimum of waste in pape1 
illustration material, postage and 
mental effort 

One of the most important things 
to consider is organizing a list of 
publications to which the release is 
to be sent. There are hundreds of 
publishers and business publications 
Most are interested in news of new 
industrial equipment 

Some are necessarily limited to a 
narrow vertical field in accordance 
with the functions or occupations of 
their readers. Others in the so-called 
broad horizontal industrial field 
have readers interested in all types 
of industrial equipment 

With a knowledge of the market 
served by a specific piece of equip- 
ment or a material, it is usually pos- 
sible to select only those business 
papers which reach that market 
whether they be horizontal or verti- 

al in their distribution 

By vertical, we mean a magazine 
serving a specii group ol readers 
vith primary interest in say: public 
itility operation, air conditioning, 

yurchasing metal trade pacKaging 
u materials handling. Horizontal 
yapers, on the other hand, reach a 
broader segment of industry, usual- 

covering several vertical fields 

Most publicity bureaus, advertis- 
ng agencies and adv ertising depart- 
nents build up lists of publications 
vhich would have use for the prod- 
icts being publicized. The basis for 
these lists is usually a general 
knowledge of the markets served by 
business publications combined with 

careful check of such reference 
works as “INDUSTRIAL MARKETING’S 
innual Market Data & Directory 
Number” or “Standard Rate & Data 
Service, Business Publication Sec- 
tion.” 

These give complete data on busi- 
ness publications as to the fields they 
serve, circulation breakdown, pub- 
lishers and names of editors. With 
the availabie information, it is possi- 
ble to build up a very broad list of 
magazines or a very selective list in 
accordance with the purpose of each 
publicity release 


Some companies which manufac- 


picture of a 


Malic 


president B= NS 


¥ 


Presidents of companies whose advertising messages appear 
consistently in the Iron and Steel Engineer—are well satisfied 
that this No. | publication is read by the important buyers he 
must reach to get his share of this billion dollar.annual steel in 
dustry market. Get the Iron and Steel Engineér facts—for greatest 


return from advertising dollars spent in selling this industry 


Write for N.1.A.A. Sales Presentation 


Stee/ 
ENGINEER 


1010 Empire Building 
Pittsburgh 22, Pa 


In Favor with America’s Leaders 
..-Heinn Loose-leaf Binders 


The names you see here are known and respected 
—trusted brands that recommend products to users 
and manual covers, the same 


Appearing on binders 
Leaf Binders to you! 


names recommend Heinn Loose 


These manufacturers, who make their own products mean 
so much, expect the most in the products they buy. 
And they'd tell you they get the most in Heinn 

Loose-Leaf Binders individually designed, hand- 


somely styled, mechanically perfect, durably built 


Heed this tip and find out how Heinn can 
your own sales or service problems, 


simplify 
Write for complete information. 


and conserve your budget 


CATALOG COVERS @ PRICE BOOKS 
LINE @ SALES MANUALS @ PROPOSAL 
MATERIAL COVERS @ PLASTIC TAB INDEXES 


<emMPanr® 


oe” 


se 


THE HEINN COMPANY 
322 WEST FLORIDA STREET 
MILWAUKEE 4, WISCONSIN 


of 








Eastman Kodak Director 


Frederick ¢ Crawford has been elected 
a director of Eastman Kodak Company 
Rochester, N. Y. Mr. Crawford and 365,024 
other men of action throughout American 
business read The Wall Stree: Journal daily 





THE MODERN BLACKBOARD 


for 
Teachers 
Lecturers 
Demonstrators 


Troining 
Instructors 











THE SPEAKER otwoys FACES THE AUDIENCE 


BARDWELL & Mc TER, Inc. 


ire a wide variety of products go 
thei: 


send news releases on certain prod- 


so far as to ‘key’ lists so as to 
icts to one group of publications and 
eases on other products to anothe: 


roup 


Addressing .. There are two 


chools of thought on methods of ad- 


dressing ne releases. Some publi- 


that their releases 


ists feel 


have 


better acceptar when they are ad- 


dressed to a business paper editor by 


name and title. Others find that by 
sending the releases to the publica- 
attention ol 
‘Editor,” of 


that thei: 


name, to the 
New Products Editor,” 
New Literature Editor” 


releases received careful considera- 


tion by 


tion. It is less desirable to mail the 
release just to a department of the 
publication 

releases 


The practice of sending 


ddressed only to the publication is 
owned upon because of the chance 
that they can get mixed up with ad- 
ertising correspondence, circula- 
ion department mail, etc 

Should news releases be sent by 


third class mail? The 


se of first class mail has certain ad- 


first ciass or 


Primarily, first class mail 


antages 


eferred because of the speed of 


‘ onside ra- 


ial reach 


editorial 


Timing the release .. The ques- 
s, “Should new 
nts p ecede ad- 
product o1 
mit out sin 
eases on new 
hould be sent 
eneral adver- 


Wher 


that the 

he same 

the prod- 

hich reach 

has appeared 

2 much less than 
Much 


ue of a rew product 


yf being used 


estroved if the 


product has already been seen in ad- 
vertising 

In timing releases, study should 
be made of the publishing dates as 
well as the frequency of issuance of 
the publication. Magazines which ap- 
pear every week will frequently 
have a three-week advantage over a 
monthly publication which reaches 
the same -reader. This is a situation 
about which little can be done 

However, the use of a future re- 
product an- 


“For 


24,” will frequently 


lease date on a new 


nouncement, such as release 
9:00 a. m., Oct 
overcome any difficulty about a new 
product being announced before all 
the sales promotion program is com- 


This 


“Dreak 


pleted by the manufacturer 


system also assures an equal 
for all publications. Release dates 


are honored by editors 


Do's and don'ts . . Publicists wh: 
follow rules will en 


high batti: 


these general 
up with a reasonably 
average 

1. Send out releases only when yo 
have something of news value 

2. Issue release before product ar 
advertising 


3. Typewrite, Mimeograph, Multi- 


reproduc 


pears in your! 


graph otherwise 


print or 
releases in readable form no car- 
be n copies 

1. Double space copy wit 
1” margins on standard 84x11" pap: 
concise En tlish The 


release should tell what the product 


5. Write in 


is and what it’s fo also features 
capacity ‘ ‘rati 
design deta 
q 


available sizes 
construction and 
should b 


bulletir 


covered bi Enclos 


catalog or specification 
sheet on your produ t 
, 


Send glossy phot: uph, 4 
Protec 


rger preferably 8x10” 
ym damage 
» photographs show 
halftones or elect: 
staple proofs tor 
also a request post rd to er 
editor to secure the re 
9 Use a key address 
iY regular address 
10. Keep sales clair 
re leases 
11. Do not 
12 Don't ise pressure 
13. Us 
14. Mail release 


cressed to the 


a good mailing list 
first class ad- 
magazine, attention of 


name or title 


the editor by 





books 


for 


Advertising Media 
By Ed Brennen. Published 1951 by Mc- 
Graw-Hill Book Co., New York. 382 pages. 
Price: 36. 
®S part 1 of Mr. Brennen’s book is 
titled “Advertising Media in Action” 

and happily sets the pace for the 
following chapters 

The text offers in potent capsule 
form a discussion of media organiza- 
tion, development, analysis and for- 
mulation. In addition, it covers the 
relationship of buyer and seller, cir- 
culation and rate information, news- 
paper advertising, employe publica- 
tions, transportation and advertising, 
the pros and cons of TV promotions, 
the psychology of special effect and 
stunt media, along with a brief of the 
entire selling and buying procedure 

Valuable guides are offered to the 
media salesman from a detailed 
outline of his own sales de partment 
to the stage where the prospect be- 

to think in terms of the dotted 
Mr. Brennen stresses the 

| e of pace and timing in 
sales interview, pointing out the 
tance which should lie between 
ganizing, dramatizing, personalizing 
and capitalizing as the opportunities 
arise in the prospect's office. “Selling 
skill is more than the polished gift 
of gab,” observes Mr. Brenner 

Sales promotion men will 
number of brain-prodde rs 
book’s collection of promotion: 
forts that have proved their wort! 
terms of sell. Advertising directors 

1 get a helpful refreshe urse 
of the promises and pitfalls of every 
type of media newspaper, maga- 
zine, direct advertising, outdoor, 
transportation, radio, TV, displays, 
motion picture and slide films, and 
sales promotion and merchandising 
media 

In addition to the short summary 
of advertising research studies, the 
book offers a series of helpful ap- 





marketing men 


pendices. Mr. Brennen has designed 
his book to carry the reader from 
discussion of the theory and purpose 
of advertising to ways of getting co- 
operation of the individual dealer as 


he sells to the consumer 


Marketing Research 

By Ernest S. Bradford. Published 1951 by Mc- 
Graw-Hill Book Co.. New York. 369 pages. 
Price: $5. 


® WITH BLUEPRINT clarity, Dr. Brad- 
ford has drawn a simple, fundamen- 
tal formula for grasping and prac- 
ticing the principles of market re- 
search 

Designed chiefly as a text for 
initiates to the vast field of buying 
and selling research, the book is a 
good refresher for manufacturer, 
consumer, researcher, and distribu- 
tor 

His recommendation for proce- 
dure for market research carefully 
adheres to the same systematic pat- 
tern of informal investigation, anal- 
ysis of the problem, collection of 
data, evaluation and classification 
of data, and finally the formation of 
a conclusion 

The author covers various types 
of specialized research, including ad 
testing and research for a new prod- 
uct, a new package and a new market 
By far the most valuable aspect of 
the book is the splendid use made 


f 


I ferences 


ot cross re current sur- 
veys, pertinent studies, new books 
workable theories. Each chapter is 
generously seasoned with concise 
lists of methods, supported by ex- 
amples and case histories, and end- 
ing with a brief summary of major 
points. For the reader who prefers 
to probe deeper into a particular 
phase of market research, Dr. Brac- 
ford has provided a list of references 
and projects 

Peg Hassett 
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REI LiBI |: Latest Metals Prices 
ry ’ 

TIVE ) News of Metals 


1) {|| ) Roundup of Metals Supply 
4 and Demand 
More Metals Advertising Than Any 
Other Medium 


OVER 
33,000 


Purchasing and Management 
executives—who directly control 
or influence purchases of metals, 
equipment, and machinery—are 
regularly reading, 5 days each 
week, over 





Paid Subscriber Copies 
Subscription Rate 
$20. a Year 
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PUNCHES sheets ond covers of any size 
or weight, quickly, occurotely 


BINDS up to 250 books an hour with 
colorful GBC plastic bindings 


BIND THIS MODERN WAY 
right in your own OFFICE 
or 


Add prestige color ... atten 
tion-compelling appearance to 
reports, presentations, ca 
SBC plastic binding equ me 
quickly ... easily econ ally 
binds loose pages of all sizes 
into handsome custom-made 
booklets. Pages turn earily 
lie flat. Complete ice equip 
ment costs less ¢ a type 
writer saves 50 old 
fashioned fastener-type covers 
Anyone can operate. 

*Pa . PEN 








SPECIAL OFFER 
Send for illustrated bro 
hure giving full dewils 
and for 2 piastic-bound 
memo books. No obli- 
gation — so act NOW! 
General Binding Corporation 


808 W. Belmont Ave., Dept. iM-10 
Chicago 14, til. 
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YOUR OWN 


OR YOUR : . 
COMPANY fom industr ial 


NAME ON 
Christmas 


Gye 
CIGARETTES 


Excitingly new this year! Remember your friends 
and customers with something that will make 
them remember you. Each cigarette printed 
“MERRY CHRISTMAS & HAPPY NEW 
YEAR.” Each red and green wrapper printed on 
one side with your name or your company name 
and with a Christmas tree on the other. Priced 
just alightly higher than ordinary brands 5 to 14 
cartone—-$3.00 per carton, 15 to 24 cartons 
2.80, 25 to 99 cartone— $2.50, 100 or more car 
tone——-$2.30 per carton. Add your own state tax 
to all prices. Specify name for imprinting and 
delivery date but order NOW to permit time for 
printing. Cigarettes delivered FRESH, postpaid 
SPECIAL: We alao make advertising cigarettes 
for conventions, sales meetings and dozens of 
other promotions with company ads, slogans 
eee etc oe for wr — a Sixth National Hardware 
one of your customers ever had anything like c _ _ oe 
this before. Rush order now for prompt delivery — Y -* i Central Palace 
J - 


YOUR NAME CIGARETTES 
125 W. Hubbard, Dept.¥-1410, Chicage 10, ill. 
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Ad. ertisers R jearc 
t+ La Sa ¥ 
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NATION-WIDE FIELD SERVICE 
USEFUL TO ADVERTISERS AND EDITORS 
Organizction of 500 capable Photo-Reporters 
provides effective way to obtain on-location 
photos, stories, testimonials and releases. For 
more information write or ‘phone SICKLES 
PHOTO-REPORTING SERVICE, 38 Park Place 
Newort 2, N. J 

















SIMPSON-REILLY, LTD. 
Publishers Representatives 


since seze 


LOS ANGELES HALLIBURTON BLDG 
SAN FRANCISCO CENTRAL TOWER 





the Real Push 
Behind Sales! 


Ma 


Snips Magazine 


T Lame STeerT 





3r nal Business Show 
MARKETS AND MEDIA ‘sand Central Palace, New 


For detailed facts on 85 industrial and 
trade markets, and the publications serv 
ng them, refer to your copy of Industrial 
Marketing's Market Data & Directory 
Number 

















Announcing 


our new 


NATIONAL ADVERTISING 
representative for the 


PACIFIC COAST: 


Duncan A. Scott & Co. 


MILLS BUILDING 
SAN FRANCISCO 4, 
GARFIELD 1-7950 


7 
2978 WILSHIRE BLVD. 


LOS ANGELES 5, 
DUNKIRK 86-4151 


Daily Journal of Commerce 


711 SOUTHWEST 14TH AVE 
PORTLAND 7, OREGON 


WORKING TOOL OF PACIFIC NORTHWEST 8 


Make 

METAL PROGRESS 
your 

basic 

buy 

in 

metal 


working.* 


*The reasons why : 
are given in the 
insert following 
page 64 in this 
magazine 








University of Minnesota to hold 


market research institute 


The University of 
Minnesota’s school of business ad- 


® MINNEAPOLIS 


ministration, cooperating with the 
Minnesota chapter of the American 
Marketing Association, will hold a 
Market research Institute Oct. 18-19 

Speakers include Richard Crisp, 
director of market research of 
Tatham-Laird, and Dr. George Gal- 
lup, public opinion analyst 

Reservations are available from 
Director, Center for Continuation 
Study, University of Minnesota. The 
fee is $15 


REFRIGERATING 
ENGINEERING... 


MY WIFE SHOPS 
ON SATURDAYS! 


Yours probably shops just 
. - because 


of modern refrigeration in 


once a week too . 


your home. But are you 
“shopping” and selling the 
$3,000,000,000 market of 
Original Equipment Manu- 
facturers in refrigeration and 
air conditioning? Want to 


know how? 


Write for complete details 
today! 
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Proud of Your Product? 


GIVE IT 


They look better longer 


There’s real sales-making value in a sparkling 
metal name plate produced by our skilled 
craftsmen. We gladly cooperate with sales and 
advertising executives in creating name plates 
which provide standout identification and spot- 
light the product. For detailed information end 


| quotations, without obligation, write 
| 


CHICAGO THRIFT-ETCHING CORPORATION 
1555 W. Sheffield Ave., Chicago 22, il!., Dept. G 
Subsidiary of 
Dodge Mtg. Corporation, Mishawaka, Indiana 
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Meant ion 


THE BIGGEST NAMES IN THE BIGGEST 
FIELDS ARE USING THIS BIGGEST BUY 


H. KOHNSTAMM 
& COMPANY, Inc. 


Tells its important flavor 
and color story through 
the pages of 
CANDY INDUSTRY. 
Uses 7 x 10's and 
4 color inserts. 


(ANDY INDUSTRY 


220 EAST 42ND STREET 
NEW YORK 17, N. Y. 


MUrray Hill 77-8771 
DON GUSSOW PUBLICATIONS INC. 





CANDY INDUSTRY BOTTLING INDUSTRY 
ees WMOUSTRY CATALOG & FORMULABOOK BPM Tt Ts 
Li 





Chicaze + Sam Francisce + Les Angeles a 
«0 
‘TeApt san? 





How to sell 
asphalt 
...0f aerators 


Sell the public works engineers! 
On streets and highwoys, in sewage and 
waterworks, airport and snow removal 
jobs, it's the engineer who's responsible 
for plans, materials and equipment 
Planning @ mojor project is no more 
technical than deciding on the products 
that will get the job done right. That's 
why you can sell more asphalt or aerat- 
ors lor trucks, clarifiers, or anything else 
used by the big municipal-county market) 
if you sell in PUBLIC WORKS Magazine 
It solves on-the-job problems at the 
And it's the only 
magazine edited especially for public 
works engineering 


King 


PUBLIC 
WORKS 


top engineering level 


officials 


i4<4-4.3 
Citg 
County 


State 


308 East 45th Street + New York 17, W. Y. 
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Air Conditioning & Refrigeration 
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*Blast Furnace and Steel Plant 
Business News Publishing Co 
Business Week Insert Between 80-81 
*Butane-Propane News 


*Candy Industry 

Cantine Co., The Martin 
Capex Company, Inc 

*Ceramic Bulletin 

( hapeue Co.. C. ¢ 

*Chemical & Engineering News 
Chemical Engineering 
Chemical Engineering Catalog 
*Chemical Engineering Progress 
Chemical Materials Catalog 
Chemical Processing 
‘ ‘hemical Wee ~ 

‘ *t.Ftch 
*Chilton Publicat ions 
*Civil Engineering 
Clark Publishing 


ng 


1 
2nd Cover 
168 


“Cc 
“ 
° 43. 151, 166, 4th Cover 
*Conover-Mast Purchasing Directory 143 
*Construction Bulletin 
"Cc onstru ction Digest 
tien aquipment 

*Construction Ne ws Monthly 
*Constructioneer 
"Contractors & Engineers Monthly 
Contractors Electrical Equipment 
*Daily J ral of Commerce 
*Dixie Cx ctor, The 
*Dodge Cor Fr. W 

Insert Between 
Engineering 

c Engineering Catalog 
Directory 


*Domestic 


*D ant 


Electrical Equipment 

*Electrical Catalogs 

Electrical Manufac 

*Electrical Work 

Electrified Industry 

*Equitable Paper Bag C 

*Factory Management & 
M ~yogee nance 

Food Pre 

*Foundry, 7 

*Fritz Publik on 

"Pus & Oi} 

Gage Publishing Co 
rdner Publications 


Binding Corporation 
Exhibits & Displays, Inc 
Plastics, Inc 
Russell T 
hing Co 
Publications Inc., Don 
Plumbing Equipment New 
Ventilating 
ig Air Conditioning 
, 


14 
117 
105 
160, 167 


“Industrial Publications, Inc 

*Inaustrial Pubiishing Co. 

“Industry and Power 

“Institute of the Aeronautical Sciences 

*Institute of Radio Engineers, Inc 

“Institutions Catalog WUurectory 

“Institutions Magazine 

*Iron Age 

*iron & Steel Engineer 

*Jenkins Publications, Inc 

*Keeney Publishing Co 

Kimberly-Clark Corp 

Knitter, The 

Kotula Company, The 

*Machine and Tool Blue 

*Machine Design 

*Machinery 

*Maciean-Hunter Publ 

*MacRae’s Biue Book 

*Marine Cataiog and Buyers 
Directory 

*Marine Engineering & Shipping 
Review 

Marsteller, Gebhardt & Reed, Inc 

Martin & Co., Bb. J 

*Mass Transportation 

*Materials & Methods 

*Maujer Publishing Co 

*McGraw-Hill Catalog Service 

*McGraw-Hill International Corp 

*McGraw-Hill Publishing Co 


Book 


Corp 


*Mechanical Engineering 
Metal Progress 
8, Insert Between 64-65, 105, 175 
Metal-Working 22-2 
Meyercord Company, The 169 
*Michigan Contractor & Builder 60-61 
*Mid-West Centractor 60-61 
Midwest Pur: Sasing Agent, The 153 
*Mill & Factory 4th Cover 
*Mining Catalogs 3rd Cover 
*Mississippi Valley Contractor 60-61 
Modern Machine Shop 131 
*Modern Railroads 
*Modern Railroads Publishing Co 
National Industrial Adv. Ass'n 
*National Provisioner, The 
*New England Construction 
*New Equipment Digest 
New York Times, The 
Palm, Fechteler & Co 
*Panamerican Publishing Co 
*Paper & Pulp Mill Catalogue 163 
*Paper Industry, The (Formerly The Paper 
Industry and Paper World 163 
*Penton Pub. Co 50-51, 67, 78-79, 91, 129 
*Petroleum Processing 
Petroleum Refiner 
*Pit and Quarry 
*Platt Petroleum Publication 
*Plumbing & Heating Business 
*Power Engineering 
*Practical Builder 
*Proceedings of the LRE 
Product Engineering 
*Public Works 
*Purchasing 
Putman Publishing ( 
*Railway Age 
*Railway Engineering and 
Maintenance 
*Railway Mechanical Engineer 
*Railway Signaling and 
Communications 
Refrigerating Engineering 
Reinhold Publishing Corp 
12-13, 2 


*Rock Products 

Sales Tools, Inc 

Sickles Photo-Reporting Service 
*Simmons-Boardman Pub. Corp 
Simpson-Reilly, Ltd 
*Smith Publishing Co 
*Snips Magazine 
*Southwest Builder & Contractor 


Ww.R.C 


Processing 
Publications, Inc 
Publishing Co., Inc 22-23 
Sweet's Catalog Service 
Insert Between = 73 
Technical Publishing Co 30-31 
‘“exas Contractor Fo 61 
Textile Bulletin 159 
*xtile Catalogs ird Cover 
xtile Industries 108 
*xtile World o3 
*xtiles Panamericanos 24 
*Thomas Publishing Co 1, 117 
*Thomas Register 1 
*Tool Engineer, The 
United States Envelope 150 
*Vance Publishing Corp 
Wall <t. Journal 
Warren Company, S. D 
*“Western Builder 
*Wood and Wood Products 
World Oil 
Your Name Cigarettes 


The Annual! Market Data & Directory Number 
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Are you locking up your prospect lists 


for three years? 


Naturally, you'll say no to that question. But have you ever co widered that a 


subscription list is Ilv another form of prospect list—and a mighty important 


one, too 


That's why. in constantly changin mcdustrial markets i vesn t make 


sense to us to “lock up” your advertising’s prospect list by using long term 
subscriptions that result in a stati frozer roup of subscribers 


t 


Actually, we refuse to acce pt subscriptions even one month in advance, In 
stead, each month we receive 135 checks—one from each of our 135 franchised 
distributors, covering just the latest month's issues Chis polic v relieves MILL « 
k acrory of the obligation to deliver copies one moment wer than the sub 


} 
scription ts of value to the advertiser 


And by billing for the exact number of subscriptions delivered each month, 
we can make changes ¢ isily, and at the same time furnish the distributor with 


a financial incentive to clear out the deadwood the moment it occurs. 


Contrast this Mutt & Facrory every-month circulation revision method with 
} 


that of magazines having most of their circulation frozen in long term sub 
1 , , : 
scriptions. You ll realize why more and more industrial advertisers are turning 


to Mutt & Factory 


' Mills Factory 


a CONOVER-MAST PUBLICATION 
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REACHES TH \ ‘ RD SS OF TITLE, YOUR SALESMVMEN ; SELL YOUR PRODUCT 





